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ABSTRACT 
This study was designed to develop profiles of apparel shopping behaviors 
among Korean female tourists in the U.S. More specifically, the objectives were to 
1 ) inductively generate distinguishable variables for clothing benefits, clothing 
involvement, and shopping behavior of Korean female tourists, 2) identify clusters of 
Korean female tourists with common benefits, involvement, and behavior, and 3) 
examine the profiles for potential differences in travel motivations, tourism activities, 
travel planning styles, and cultural values. 
A self-administered questionnaire was developed based on the results of 
background interviews and previously existing instruments. The instrument was 
completed by a convenience sample of Korean women between their 30s and 70s 
who resided in Seoul and Pusan in Korea and traveled to the U.S. at least one time 
between 1997 and 2001. Out of 547 questionnaires distributed, a total of 177 
questionnaires (32.4%) was used for this study. Factor analysis, cluster analysis, 
MANOVA, ANOVA, post hoc Scheffe multiple comparison, and Chi-square were 
used for data analyses. 
Four meaningful consumer groups were identified: perfectionist shoppers, 
low concerned shoppers, economic shoppers, and utilitarian shoppers. Perfectionist 
shoppers were a recreational, active, and well-planned consumer group. Low 
concerned shoppers showed limited concern. Economic shoppers focused primarily 
on price. Utilitarian shoppers were an apathetic consumer group who emphasized 
functional attributes of clothing. When compared, tourist groups differed on 
xii 
shopping orientation (recreational, loyalty, value, and quality), pre-trip planning, 
travel activities (shopping), travel motivations (family/friends, luxury/shopping), and 
cultural values (face, independent self). Tourists' cultural values, clothing-related 
behaviors, and travel behaviors were interrelated. In contrast, Korean female tourist 
groups did not differ in terms of age, education, income, occupation, marital status, 
and residence. The findings from this study provided insights for tourism retailers in 
the U.S. intending to attract and retain Korean tourist consumers. 
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CHAPTER 1: INTRODUCTION 
At the beginning of the 21st century, tourism has become one of most 
powerful and fastest growing industries in the world ("Travel and tourism," 1998). In 
1998, 625 million tourists traveled abroad, and travel receipts reached $445 billion 
("Tourism," 1999). The U.S. has been one of the top international tourism 
destinations and has ranked first in earnings from international tourism in the world 
(Travel Industry Association of America, 1999). In 1998, international tourists spent 
$71 billion in the U.S., which was 16.2% of the total world receipts. The total impact 
of tourism on the U.S. economy reached $1,155 billion (Travel Industry Association 
of America, 1999). 
As tourism has grown, the importance of understanding tourists' shopping 
behavior has increased. Shopping has been widely recognized as the most popular 
tourist activity and one of the leading recreational activities (Jansen-Verbeke, 1998; 
Timothy & Butler, 1995; Travel Industry Association of America, 1998). Tourists' 
expenditures and time spent on shopping demonstrate the importance of shopping. 
Tourists spend approximately 30% of their travel expenditures on shopping and buy 
diverse products (Littrell et al., 1994). 
With 25 percent of the world economy and 50 percent of the world's 
population, Asia represents a powerful consumer group (Schutte & Ciartante, 1998). 
Due to rapid economic growth, Asians have become a focus of international travel as 
the fastest growing international tourist group (Travel Industry Association of America, 
2001). Tourists from South Korea were projected to be a strong growth area (Travel 
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Industry Association of America, 1997). South Korea was the eighth highest 
nationality group traveling to the U.S. in 2000 (Travel Industry Association of America, 
2001). 
Since the 1980s, the Korean government has relaxed regulations concerning 
overseas tourism. The fact that Korean international tourists increased 526% from 
1988 to 1995 may explain why they have been drawing more attention from retailers 
and marketers outside Korea (Prideaux, 1998). Korean travelers' major destination 
from 1995 to 2000 was Japan, the U.S., and the rest of Asia (Korean National 
Tourism Organization, 1996-2001 ). However, due to the impact of the Asian 
economic crisis in 1997, recent Korean tourism in the U.S. has declined in the short 
term. But, Asian tourists, including Koreans, still remain an important market for the 
U.S. (Travel Industry Association of America, 2001). Table 1.1 shows that, with a 
dramatic economic recovery, Korean tourist travel to the U.S. has increased since 
1997. 
A review of existing travel research revealed several areas in need of study. 
First, few studies had reported on the nature of travel motivations or shopping 
behaviors in terms of cultural backgrounds other than for U.S. tourists. Past 
researchers had failed to include Asian respondents in studies of tourism and 
shopping behavior. Second, some past researchers had assumed that consumer 
behavior theories and concepts were universally applicable without validation. There 
was need for a cultural-based approach to understanding consumer behavior. 
Culture is the sum of material objects, attitudes, beliefs, behaviors, and ideology in a 
given society (Ferraro, 1998). Therefore, culture is essential to understanding 
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Table 1.1. Trends of Korean tourists traveling to the U.S. 
Trends in arrivals (in thousands) 
Year 1994 1995 1996 1997 1998 1999 2000 % Change 
2000/1994 
Arrivals 498 592 750 747 364 499 662 33% 
% 22% 19% 27% 0% -51% 37% 33% 
Change 
Note. From http://www.tia.org/lvis/intltourism.asp by Travel Industry Association of America, 2001. 
consumer behavior. Third, there had been little research completed on tourists' 
apparel shopping, even though apparel shopping was considered an important 
shopping item (Gratton & Taylor, 1987). Previous studies focused almost exclusively 
on handcrafts, and not apparel (Anderson, 1993; Kim, 1997; Yu, 2000). Finally, 
tourists claim that how they shop when traveling differs from their shopping practices 
at home (Littrell, 1990). However, this claim has not been empirically examined. 
Asking tourists about their shopping orientations at home and abroad offered a way 
to explore this claim. 
Therefore, this study was intended to expand tourism shopping scholarship by 
examining the travel and apparel shopping behaviors of international tourists who 
came from a collective culture, such as Korea, to the U.S. Of particular interest for 
this research was the focus that Korean tourists place on purchasing brand named 
and designer apparel and on pre-trip planning for shopping when they traveled. 
Cultural values also played a significant role in the research. For example, Koreans 
tend to avoid uncertainty (Hofstede, 1991 ). This may affect shopping behavior, such 
as brand loyalty, quality consciousness, use of reference groups' recommendations, 
and a slower acceptance of new products (Schùtte & Ciarlante, 1998). These 
behaviors had not been studied or had received limited attention in previous 
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research on tourist consumers. The results of this study were intended to describe 
segmented consumer profiles that would contribute to defining sharper and more 
targeted markets for tourism retailers and for tourism planners at specific tourist sites. 
Purpose and Objectives 
The purpose of this study was to identify and develop a profile of Korean 
female tourists as apparel shoppers. More specifically, the first objective was to 
inductively generate distinguishable variables for clothing benefits, clothing 
involvement, and shopping behavior of Korean female tourists. The second 
objective was to identify clusters of Korean female tourists with common benefits, 
involvement, and behavior. The third objective was to examine the profiles for 
potential differences in travel motivations, tourism activities, travel planning styles, 
and cultural values. 
Definitions 
Clothing benefits: Subjective achievement that consumers seek in clothing. 
Clothing involvement: "A reflection of strong motivation in the form of high 
perceived personal relevance of clothing or service in a 
particular context" (Engel, Blackwell, & Miniard, 1995, p. 
161). 
Collectivism: "Collectivism pertains to societies in which people from 
birth onwards are integrated into strong, cohesive 
ingroups, which throughout people's lifetime continue to 
Culture: 
Face: 
Feminine society: 
Masculine society: 
Motivation: 
Shopping orientation: 
protect them in exchange for unquestioning loyalty" 
(Hofstede, 1991, p. 51). 
"The collective programming of the mind that 
distinguishes the members of one group or category of 
people from another; culture includes values" (Hofstede, 
2001, p. 9). 
"The dignity based on a correct relationship between a 
person and the groups to which that person belongs" 
(Schutte & Ciarlante, 1998, p. 44). 
"Femininity stands for a society in which social gender 
roles overlap; both men and women are supposed to be 
modest, tender, and concerned with the quality of life" 
(Hofstede, 1991, p. 261). 
""Masculinity stands for a society in which social gender 
roles are clearly distinct; men are supposed to be 
assertive, tough, and focused on material success; 
women are supposed to be more modest, tender, and 
concerned with the quality of life" (Hofstede, 1991, p. 
262). 
"An activated state within a person that leads to goal-
directed behavior" (Mowen & Minor, 1998, p. 160). 
"Shoppers' styles that place particular emphasis on 
certain activities, interests, and opinions" (Shim & 
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Kotsiopulos, 1993, p. 73). 
Uncertainty avoidance: "The extent to which the members of a culture feel 
threatened by uncertain or unknown situations. One of 
the dimensions of national cultures (from weak to strong)" 
(Hofstede, 1991, p. 263). 
Value: "A conception, explicit or implicit, distinctive of an 
individual or characteristic of a group, of the desirable 
which influences the selection from available modes, 
means, and ends of action" (Kluckhohn, 1951, p. 395). 
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CHAPTER 2: LITERATURE REVIEW 
This chapter was comprised of three sections of literature review: (1) clothing 
research, (2) tourism research, and (3) cultural values research. The first section, 
clothing research, included the topics of clothing benefits, clothing involvement, and 
shopping orientation. The second section, tourism research, included travel 
motivation, tourism activities, and travel planning styles. The final section, cultural 
values, included discussion of individualism-collectivism, masculinity-femininity, 
uncertainty avoidance, and face. Together, the sections of literature review provided 
insight into Korean female tourists' shopping behavior. Based on the previous 
literature review, five hypotheses were generated. 
Clothing Research 
Clothing Benefits 
Clothing benefits are consumers' subjective achievement through clothing, 
such as functional benefits, experiential benefits, and symbolic benefits (Keller, 
1993). That is, consumers seek practical care/quality, multisensory aesthetic 
experience, and personal identity from clothing. 
Jenkins (1973), in a benchmark study, introduced four types of female 
consumers in terms of clothing benefits sought. The first consumer group, the 
fashion advocates, sought approval of others. They were fashion conscious and 
tended to be younger. The second consumer group, the quality seekers, considered 
the quality of clothing, such as type of fabric, construction details, and fit. The quality 
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seekers tended to be middle aged, upper middle class, and well educated. The third 
consumer group, the frugal aesthetes, sought fashionable styles, brand-named 
clothing, approval of others, and the best value clothing for the money. The final 
consumer group, the concerned pragmatics, was quality/care conscious. 
Since Jenkins' early study, many researchers have examined clothing benefits 
through exploring symbolic benefits as a means of self-identity (Cassill & Drake, 
1987; Shim & Bickle, 1994; Thomas, Cassill, & Forsythe, 1991). Clothing played an 
important role reflecting self-image and social role (Kaiser, 1997). In addition, 
clothing benefits differed according to consumers' demographics, psychographic 
aspects, and shopping orientation (Morganosky, 1987; Shim & Bickle, 1994; Thomas, 
Cassill, & Forsythe, 1991 ). For example, women who were more educated tended 
to emphasize the symbolic interaction of dress (Thomas, Cassill, & Forsythe, 1991). 
Women who sought symbolic and instrumental benefits from clothing tended to be 
younger and to have professional careers and high incomes. Those women who 
sought practical and conservative benefits from clothing tended to be older and to 
have a less professional or homemaker occupation and middle-class income (Shim 
& Bickle, 1994). Women who were concerned more with economic factors, such as 
price, care, and durability, tended to have traditional values and purchase domestic 
products. 
In the context of tourist shopping behaviors, tourists sought aesthetics, 
uniqueness, functional aspects, cultural authenticity, and pleasure when shopping for 
handcrafts (Kim, 1997; Littrell, 1990; Yu, 2000). Of particular relevance to this study, 
female tourists considered aesthetics, such as color and design, for textiles (Kim, 
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1997; Littrell, 1990; Yu, 2000) and uniqueness for apparel (Littrell, 1990). Wearing 
unique apparel from a trip was an expression of their lifestyles at home and 
represented the personality of the wearer. 
Culture might be another factor in different clothing benefits sought (Dickson, 
1994; Littrell, Ogle, & Kim, 1999). In the context of Korean women's clothing 
benefits, they sought brand value, fashionability, symbolism, and economic value 
from clothing (Choi & Koh, 1995). Clothing was a means of self-identity through 
brand image and aesthetic expression. In addition, clothing benefits differed 
according to personal values and apparel attributes (Ahn, Suh, & Suh, 2000). In 
terms of personal values and clothing benefits, those who pursued self-fulfillment 
tended to seek sex appeal and individuality from clothing. Those who pursued social 
harmony tended to seek self-improvement and current fashion trends from clothing. 
In terms of clothing benefits and apparel attributes, those who sought sex appeal 
from clothing considered brand names and current fashion trends, while, those who 
sought individuality and self-improvement from clothing considered fabric and 
surface design. Table 2.1 summarizes the previous studies related to clothing 
benefit sought. Across the studies, the most common benefits were aesthetics, 
symbolic achievement, fashion, and function. Clothing served as a means to 
enhance consumers' attractiveness, to express their self-identities, and to present 
their fashionability. Consumers also pursued practical characteristics, such as care 
and fabrics, from clothing. In addition, several unique clothing benefits were found: 
brand value (Choi & Koh, 1995), camouflage (Ahn, Suh, & Suh, 2000; Littrell, Ogle, 
& Kim, 1999), current fashion trends (Ahn, Suh, & Suh, 2000), and sex appeal (Ahn, 
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Table 2.1. Summary of previous studies related to clothing benefits 
Researchers 
Jenkins (1973) 
Sample 
224 females from Bowling 
Green, KY 
Clothing benefits sought 
Quality 
Appearance-Brand 
Economy 
Care-Performance 
Cassil & Drake 
(1987) 
842 females (aged 25-44) Appropriateness 
Economy 
Other-people directed 
Evaluative 
Morganosky (1987) 609 mothers having at least Fashion 
one child under 18 years in Aesthetics 
Illinois State Function 
Thomas, Cassill, & 
Forsythe (1991 ) 
Dickson (1994) 
177 females 
376 ethnic clothing 
consumers 
Dress to express personality 
Dress as a signaling device 
Quality 
Fashion 
Neutral colors 
Ethnic 
Store benefits 
Shim & Bickle 
(1994) 
610 females 
Choi & Koh 
(1995) 
350 students in Korea 
Littrell, Ogle, & Kim 348 ethnic apparel 
(1999) consumers 
Ahn, Suh, & Suh 
(2000) 
150 Korean females 
Self-improvement 
Social status/prestige 
Sex appeal/femininity 
Fashion image 
Functional/comfort 
Role identification 
Figure flaws compensation 
Individuality 
Mature/sophisticated look 
Brand value 
Individuality 
Fashionability 
Practicality 
Individuality 
Quality 
Indian surface design 
Fashionability 
Personal attractiveness 
Simplicity 
Artisan support 
Camouflage 
Sex appeal 
Self-enrichment 
Current fashion trends 
Individuality 
11 
Suh, & Suh, 2000; Shim & Bickle, 1994). 
Clothing Involvement 
Involvement refers to consumers' extent of importance or relevance given 
toward a product or service in a particular context (Engel, Blackwell, & Miniard, 
1995). To the extent involved, consumers seek the best benefits and the least risks 
from the product (Engel, Blackwell, & Miniard, 1995). The level of clothing 
involvement differed according to a consumer's personality (Thomas, Cassill, & 
Forsythe, 1991), demographics (Cassill, 1990), and cultural background (Lee & 
Burns, 1993; Lee, Rhee, & Jasper,1998; Rhee, 1991). 
In terms of women's clothing involvement, working women in the U.S. highly 
involved with brand names, lowly in price, and lowly in imported apparel (Cassill, 
1990). Women who considered clothing as a way to express personality also 
exhibited high clothing involvement (Thomas, Cassill, & Forsythe, 1991). 
In comparison, Korean women were more involved in brands than American 
women, while American women were more interested in fashion and attractiveness 
than Korean women (Lee & Burns, 1993). Rhee (1991) described Korean women's 
clothing involvement as centering on five dimensions: interest, symbolism, pleasure, 
fashion, and buying risk. Korean female consumers believed that clothing was a 
means of self-expression, including personal aesthetics, lifestyle, and social status, 
and they avoided risks when making decisions. Lee, Rhee, and Jasper (1998) found 
that those who had higher intentions to purchase casual wear were highly involved 
consumers and had lower income levels than those who had higher intentions to 
12 
purchase formal wear. The latter used clothing as a means of power and authority. 
Those who were heavy buyers were fashion-conscious, interested in clothing, and 
confident in purchasing clothing. Table 2.2 presents the summary of previous 
research. Across the studies, symbolism and conformity were associated with high 
clothing involvement. Those who were highly involved in clothing had strong 
motives to use clothing as a form of self-identity in a given society. 
Shopping Orientation 
Shopping orientation is a specific shopping style consisting of shopping 
activity, interests, and opinions (Shim & Kotsiopulos, 1992). Researchers have 
classified consumers' shopping orientation in several ways. Stone (1954) was one 
of the first to suggest different shopping orientations among consumers. He 
identified four types of shoppers: economic, personalizing, ethical, and apathetic. 
The economic shoppers placed emphasis on price, quality, and diverse assortment 
in shopping. The personalizing shoppers shopped at the local stores where they 
had a close relationship with store personnel. The ethical shoppers were likely to 
patronize specific stores because they felt some moral obligation toward specific 
stores. The apathetic shoppers were little interested in shopping. 
Sproles and Kendall (1986) developed a Consumer Style Inventory (CSI). 
Eight consumer shopping styles were identified: (1 ) perfectionistic consumer, (2) 
brand conscious consumer, (3) novelty-fashion conscious consumer, (4) recreational 
consumer, (7) confused by overchoice consumer, and (8) habitual, brand-loyal 
consumer. These consumers have different lifestyles and characteristics, which lead 
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Table 2.2. Summary of previous studies related to clothing involvement 
Researchers 
Creekmore (1963) 
Sample 
300 female 
students from Ann 
Arbor, Ml 
Gurel & Gurel (1979) 500 college 
students from 
Blacksburg, VA 
Dimensions of^ clothing involvement 
Altruism 
Experimentation 
Management of clothing 
Status symbol 
Symbolic meaning 
Tactual aspects 
Theoretic aspects 
Conformity 
Clothing construction 
Modesty 
No concern 
Clothing used as a tool 
Concern with personal appearance 
Experimenting with appearance 
Conformity 
Modesty 
Heightened awareness of clothes 
Clothing as enhancement of security 
Clothing as enhancement of individuality 
Sensitivity to comfort 
Cassill & Drake (1987) 842 females aged 
25 to 44 
For Social apparel. 
Appropriateness 
Economic 
Other-people directed 
For Employment Apparel, 
Evaluative 
Cassill (1990) 383 females aged 
25 to 44 
Brand 
Construction 
Fiber construction 
Care 
Origin 
Conformity 
Rhee (1991) 780 Korean 
females 
Symbolism 
Interest 
Fashion 
Pleasure 
Buying risk 
Thomas, Cassill, & 
Forsythe (1991) 
Lee & Burns (1993) 
177 females 
219 female 
students 
(99 American; 120 
Korean) 
Dress to express personality 
Dress as a signaling device 
Fashion/Attractiveness 
Quality 
Brand name 
Style/Price 
14 
Table 2.2. (Continued) 
Lee, Rhee, & Jasper 
(1998) 
425 Korean 
females (aged 
20s-40s) 
Symbolism 
Interest 
Fashion 
Pleasure 
Risk perception 
to their unique shopping orientation. That is, the perfectionistic consumers sought 
the best quality in products and tended to be careful shopping planners by 
comparison to other consumer groups. The brand conscious consumers tended to 
buy more expensive well-known brands. The novelty-fashion conscious consumers 
were likely to buy something stylish as well as new. The recreational shopping 
conscious consumers enjoyed shopping just for the fun of it. The price conscious 
consumers looked for sale prices and lower prices when shopping. The impulsive 
consumers gave little attention to the shopping experience and made limited effort to 
buy the best. The confused by overchoice consumers were confused about many 
brands and had a hard time making a decision. The habitual, brand-loyal consumers 
displayed brand and store preferences when shopping. 
In a third study of apparel shopping orientation, Shim and Kotsiopulos (1993) 
suggested a typology of apparel shopping orientation among female consumers. 
Three groups of female apparel shoppers were identified: a highly involved apparel 
shopper, an apathetic apparel shopper, and a convenience-oriented catalog shopper. 
These groups differed in terms of information search, store patronage behavior, 
lifestyle, and demographics. Group one, a highly involved apparel shopper, put 
emphasis on appearance. Highly involved apparel shoppers had specific brand 
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preferences, shopped at department stores or specialty stores, lived in suburban 
areas, and had professional occupations. The second group, an apathetic apparel 
shopper, was not interested in fashion and brand. Apathetic apparel shoppers were 
the least concerned about information search and store attributes, tended to live in 
rural areas, and had semi-skilled occupations or were unemployed. The final group, 
a convenience-oriented catalog shopper, emphasized convenience and time when 
shopping. They were heavy users of credit and had similar demographic 
background to highly involved apparel shoppers. 
In contrast to studies in the U.S., Kim and Rhee (1994) proposed six 
dimensions of Korean young female consumers' apparel shopping orientation: 
recreational shopping, economic shopping, store/brand loyalty, careful shopping, 
independent shopping, and shopping confidence. These dimensions were linked 
with consumers' store patronage behavior. For example, recreational shoppers 
patronized department stores and national/designer brand specialty stores for formal 
dress. Chang and Park (1996) examined Korean older female consumers' shopping 
orientation. Older female consumers considered quality, fit, design, price, and 
availability to return when they bought clothing. 
In addition, recreational- and economical shopping orientations were common 
for Korean female consumers (Hafstrom, Chae, & Chung, 1992; Park, 1997; Shin, 
1998; Suh, 1994). Suh (1994) examined the relationship between shopping 
orientation, clothing involvement, and information search among Korean female 
consumers. Four significant consumer groups were identified: recreational, 
economic, convenient-oriented, and price conscious shoppers. Recreational 
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shoppers were interested in clothing and followed current fashion trends; 
recreational shoppers and convenient-oriented shoppers used clothing as symbol of 
self-identity. In addition, recreational shoppers tended to be impulsive shoppers. 
The rest of the consumers (economic shoppers, convenient-oriented shoppers, and 
price conscious shoppers) shopped with well-organized plans. 
Park (1997) developed a taxonomy of Korean female consumers in Daegu 
based on apparel shopping orientation, store attributes, information sources, lifestyle, 
and demographic characteristics. Three consumer groups were labeled recreational 
shoppers, economic shoppers, and apathetic shoppers. The recreational shoppers 
were interested in price and time spent; preferred to shop at department stores; 
participated in activities that enhanced intelligent life; and were well-educated. The 
economic shoppers considered the retail environment to be important, were active 
information seekers, liked outdoor activities, and were young and of average 
educational level. The apathetic shoppers considered a convenient location when 
shopping, were the lowest information users, showed low interest in participating in 
social activities, and were older. Similar to previous studies (Kim & Rhee, 1994; 
Park, 1997), Shin (1998) reported four different shopping orientations: recreational, 
economic, convenience-oriented, and store/brand loyalty oriented. 
Table 2.3 summarizes the previous studies related to shopping orientation. 
The most common shopping orientations across all the studies included economy, 
apathy, enjoyment as a recreational activity, and brand loyalty. Specifically for 
Korean consumers, the common orientations were recreation, price, and brand/store 
loyalty. Korean consumers' shopping orientations showed that Korean women, the 
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Table 2.3. Summary of previous studies related to shopping orientations 
Researchers Sample 
Stone (1954) 
Garden & 
Reynolds (1971) 
Gutman & Mills 
(1982) 
124 females 
167 housewives 
at Athens, GA 
6261 females at 
Los Angeles, CA 
Sproles & Kendall 
(1986) 
482 students 
from Tucson, AZ 
Hafstrom, Chae, 
& Chung (1992) 
319 Korean 
students 
Typologies of shoppers by shopping orientations 
Economic shoppers 
Personalizing shoppers 
Ethical shoppers 
Apathetic shoppers 
Economic shopper 
Personalizing shopper 
Apathetic shopper 
Ethical shopper 
Leaders 
Followers 
Independents 
Neutrals 
Uninvolveds 
Negatives 
Rejectors 
Perfectionistic, high-quality conscious consumer 
Brand conscious, "Price equals quality" consumer 
Novelty-fashion conscious consumer 
Recreational, hedonistic consumer 
Price conscious, "Value for money" consumer 
Impulsive, careless consumer 
Confused by overchoice consumer 
Habitual, brand-loyal consumer 
Brand conscious, "Price equals quality" consumer 
Perfection istic. High-quality conscious consumer 
Recreational-shopping conscious consumer 
Confused by overchoice consumer 
Time-energy conserving consumer 
Impulsive, careless consumer 
Habitual, brand-loyal consumer 
Price-value conscious consumer 
Shim & 
Kotsiopulos 
(1993) 
Kim & Rhee 
(1994) 
Suh (1994) 
482 females 
482 Korean 
females 
570 Korean 
females 
Highly involved apparel shoppers 
Apathetic apparel shoppers 
Convenience-oriented shoppers 
Recreational shopping oriented consumer 
Economic shopping oriented consumer 
Store/brand loyalty oriented consumer 
Careful shopping oriented consumer 
Independent shopping oriented consumer 
Shopping confidence oriented consumer 
Recreational shoppers 
Economic shoppers 
Convenience-oriented shoppers 
Price conscious shoppers 
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Table 2.3. (Continued) 
Chang & Park 
(1996) 
450 Korean 
elderly women 
Hedonic shoppers 
Store loyal and brand conscious shoppers 
Careful and planned shoppers 
Confident and independent shoppers 
Economic shoppers 
Park (1997) 317 Korean 
females 
Recreational shoppers 
Economic shoppers 
Apathetic shoppers 
Shin (1998) 479 Korean 
females 
Recreational shoppers 
Economic shoppers 
Convenience-oriented shoppers 
Store/brand loyalty oriented shoppers 
primary consumers in Korea, considered shopping as an important activity and 
frugality as a significant value (Nelson, 2000). Moreover, Korean women were likely 
to be concerned with brand names or products since the brands represented 
themselves as symbols (Lee, 2000; Nelson, 2000). 
From the clothing-related literature review of clothing benefits, involvement, 
and shopping, it was presumed that those who were highly involved apparel 
shoppers would actively seek clothing benefits and distinct shopping orientations. In 
contrast, those low involved apparel shoppers would tend to be more apathetic in 
benefits sought and display limited concern about shopping orientations. 
Travel Motivations 
Motivation is defined as "the reason for behavior" (Hawkins, Best, & Coney, 
1995, p. 299). Maslow's hierarchy was proposed to explain consumer's motivations 
in Western culture, particularly U.S. culture (Shutte & Ciariante, 1998). That is, 
Tourism Research 
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consumer behavior was explained by physical, social, and personal motivations: 
need for physical comfort, safety, affiliation, social power, and self-actualization 
(Shutte & Ciarlante, 1998). A modified version of Maslow's hierarchy was developed 
in order to explain the Asian consumer's motivation (Shutte & Ciarlante, 1998). In 
the Asian context, affiliation, admiration, and status substituted for social needs of 
affiliation and social power in Western culture. Thus, the needs of a group were 
considered more important than an individual's needs in the collective-oriented 
culture. 
In the context of tourism, motivations influenced tourists' attitudes during 
travel, their activity patterns, and information search patterns before a trip 
(Ballantyne, Packer, & Beckmann, 1998). People had different travel motivations 
according to the type of travel (Jamrozy & Uysal, 1994). For example, organized 
tour groups preferred a comfortable and safe environment rather than an 
adventurous one. Adventurous people traveled in groups or with friends, while 
people who traveled alone were likely to seek novelty, experience, and adventure. 
In the context of international travel, intercultural interaction played a 
significant role. For example, international tourists wanted to meet new people and 
visit family members, to escape from everyday life, and to learn something (Fisher & 
Price, 1991; Kim, 1997; Lee, 1996). In addition, tourists' age and education were 
important variables for travel motivations. Cha, McCleary, and Uysal (1995) found 
three types of Japanese international tourists' motivation: sports seekers, novelty 
seekers, and family/relaxation seekers. Sport seekers had more than junior college 
degrees and were in their twenties. Novelty seekers had high school degrees and 
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were over age 60. Family/relaxation seekers were in their thirties and had 
university/post graduate degrees. The previous studies related to travel motivations 
are summarized in Table 2.4. Common travel motivations across the studies were 
escape from ordinary life, ego enhancement, and family/friend togetherness. People 
wanted to refresh their lives through travel, improve themselves, and strengthen their 
relationships with family and friends. 
Tourism Activities 
Tourists sought two opposite feelings, "novelty" and "familiarity," from a trip 
(Cohen, 1972). People felt comfortable with something familiar to their lives during a 
trip. At the same time, people wanted new experiences that were quite different from 
everyday life, as long as security during a trip was established. Tourism activities 
were decided by the extent of novelty and familiarity. Based on novelty and 
familiarity, Cohen (1972) proposed four tourist styles: the organized mass tourist, the 
individual mass tourist, the explorer, and the drifter. The first two tourism styles were 
called institutionalized tourists and the last two tourism styles were called 
noninstitutionalized tourists. Institutionalized tourists preferred to visit well-known 
attractive places, to participate in group tours, and to be less adventurous. 
Noninstitutionalized tourists tended to be interested in new people and different 
cultures, to travel alone, and to be adventurous. In addition, tourism styles were 
influenced by tourists' cultural values. Ritter (1987) pointed out that American 
tourism styles reflected their cultural beliefs, such as seeking novelty and love of 
nature. That is, American tourists preferred to visit nature, such as national parks, 
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Table 2.4. Summary of previous studies related to travel motivations 
Researchers 
Fisher & Price 
(1991) 
Sample 
96 international tourists 
Dimensions of travel motivations 
Escape 
Coping 
Social: Kinship and new people 
Education 
Intercultural interaction 
Fodness (1994) 402 tourists to Florida Knowledge 
Punishment minimization 
Self-esteem 
Ego enhancement 
Reward maximization 
Jamrozy & 
Uysal (1994) 
609 overseas German visitors 
Cha, McCleary, 
& Uysal (1995) 
Kim (1997) 
1,199 Japanese international tourists 
277 females traveled to Mexico 
Escape 
Novelty/Experience 
Family/Friends togetherness 
Sports activities 
Adventure/Excitement 
Familiar environment 
Luxury/Doing nothing 
Prestige 
Relax 
Knowledge 
Adventure 
Travel bragging 
Family 
Sports 
Entertainment 
Exploration 
Family and Friend relationship 
Relaxation 
Activity 
and to experience novel situations. 
Another approach to tourism styles was grouping tourists by preferred travel 
behaviors (Anderson, 1993; Kim, 1997; Littrell et al., 1994; Loker & Perdue, 1992). 
Behavioral typologies had been formed by integrating tourists' travel activities, 
product preferences, and shopping styles (Littrell et al., 1994). Tourism styles were 
divided into four patterns. The ethnic, arts, and people oriented tourists were 
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actively involved in their tourism. They bought crafts, antiques, local foods, and 
books about the area for themselves and as gifts. The history and parks oriented 
tourists focused on history or nature's beauty. They enjoyed visiting historic sites 
and museums and purchasing crafts, postcards, booklets, and books about the area 
and its history. They purchased for the purpose of collection. Urban entertainment 
oriented tourists enjoyed shopping, attending sports or visiting a recreational theme 
park, and going to night clubs or evening entertainment. They purchased souvenirs, 
such as T-shirts, sweatshirts, pens, and key chains with logos or destination names 
as a symbol of the travel. The active outdoor oriented tourists enjoyed traveling to 
parks or nature areas for hiking, camping, fishing, or hunting. Their shopping 
behaviors focused on recognizable tourism or souvenir elements, such as T-shirts 
and sweatshirts. 
Table 2.5 presents the summary of previous studies related to tourism 
activities. Tourism activities varied across studies, depending on tourists' 
demographics, cultural background, and their travel destinations. Interestingly, 
shopping has been one of the popular activities during a trip (Littrell, et al., 1994; 
Pizam & Jeong, 1996; Yu, 2000). Other common tourism activities were 
ethnic/history/art, recreation, and outdoor/urban entertainment across the studies. 
Tourists liked visiting ethnic or historic places, seeing art exhibitions, and doing 
something fun. 
Travel Planning Styles 
Anderson (1993) pointed out that planning styles played a significant role in 
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Table 2.5. Summary of previous studies related to tourism activities 
Researchers 
Cohen (1972) 
Sample 
N.A. 
Typologies by tourism activities 
Organized mass tourist 
Individual mass tourist 
Explorer 
Drifter 
Loker & Perdue 
(1992) 
Anderson (1993) 
1,209 tourists traveled 
to North Carolina 
42 female tourists 
from Iowa 
Naturalists 
Nondifferentiators 
Family/Friend-oriented tourist 
Excitement/Escape-oriented tourist 
Escapists 
History/Art/Parks-oriented tourist 
People/Ethn ic-oriented tourist 
Active/Urban-oriented tourist 
Littrell et al. (1994). 1,370 tourists traveled 
to Iowa 
Ethnic, Art, and People oriented tourist 
History and Parks oriented tourist 
Urban entertainment oriented tourist 
Active outdoor oriented tourist 
Pizam & Jeong 
(1996) 
86 Korean tour guides 
Kim (1997) 
Yu (2000) 
277 females traveled 
to Mexico 
182 tourists from 
Midwest areas 
Prefer local foods & drinks-oriented tourist 
Adventuresome-oriented tourist 
Write letters/postcards-oriented tourist 
Interacting with people -oriented tourist 
Shopping/Buying souvenirs or gifts-oriented tourist 
Photography-oriented tourist 
Ethnic-oriented tourist 
Recreational-oriented tourist 
Active outdoor-oriented tourist 
Organized tour-oriented tourist 
Art and history-oriented tourist 
Historic and cultural connections-oriented tourist 
Meeting people-oriented tourist 
Shopping-oriented tourist 
Sports/Recreation-oriented tourist 
Artistic events-oriented tourist 
defining a tourist typology and were influenced by the purpose of travel, duration of 
travel, demographics, and personal values. According to Anderson, goals and past 
travel experiences led to tourists' pre-trip planning and on-site travel planning. 
Tourists had different travel planning behaviors according to the goals of travel, 
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economic status, and other influences, such as job satisfaction and marital status. 
Examples of planning behaviors included minimal, extensive, and combined 
planning styles. Minimal planning was done in a short time and included only 
consideration of travel dates, destinations, and general purposes for a trip. 
Extensive planning involved much time in preparing to travel, included diverse 
activities during the tour, and incorporated diverse travel purposes. Early adulthood 
women aged 22 to 42 followed the minimal planning style, while middle adulthood 
women aged 43 to 60 were more extensive in their travel planning. Other than 
Anderson's study (1993), there has been little research related to tourists' planning 
styles, especially pre-trip planning style. 
Cultural Values Research 
Culture is the "lens" of social phenomena as well as the "blueprint" of human 
behavior (McCracken, 1986). Culture is adapted, shared, and learned by members 
of a given society (Brislin, 1993; Engel, Blackwell, & Miniard, 1995; McCarty, 1994). 
Within a cultural context, people have dominant values and express those values 
through their behaviors. Cultural values are shaped by socialization (Engel, 
Blackwell, & Miniard, 1995) and are found in three different spheres: society, 
individual consumers, and products (McCracken, 1986). That is, cultural values 
transfer society to products and products to consumers. Thus, cultural values are a 
fundamental driving force for consumers (Samli, 1995). 
In the context of consumer behavior, consumption is a transition of cultural 
meaning (Schutte & Ciarlante, 1998). Cultural values help to explain why people 
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buy specific products, how people deal with consumption, and what products are 
accepted in their socio-cultural contexts. Cultural values influenced the evaluation of 
product attributes, such as in family decision-making and the adoption of new 
products (Lee & Um, 1992), and consumers' tastes and product preferences (Show 
& Clarke, 1998). The following are important cultural values considered relevant to a 
study of Korean tourist consumers. 
Individualism - Collectivism 
Researchers have identified individualism and collectivism as distinct cultural 
values. The difference between individualism and collectivism relies on the 
relationship between self and others. Individualism emphasizes an individual rather 
than a group, which is prominent in Western culture, such as the U.S. Collectivism, 
for example in Korea, gives more weight to a group rather than an individual. 
Hui and Triandis (1986) pointed out the characteristics of collectivism to 
include concerns about the effects of actions or decisions on others, sharing of 
material and nonmaterial resources, acceptance of others' opinions, saving face, 
equal distribution of outcomes, and others' lives. Strong interdependent 
relationships with others, particularly family ties, were the foundation of collectivism. 
In addition, several researchers have developed measures for the construct of 
individualism-collectivism. Hui (1988) developed the INDCOL Scale. The 63 items 
were intended to identify how people within a specific culture reacted differently 
about social interest, others' troubles, and interpersonal concern. Based on previous 
constructs, Singelis (1994) developed a 24-item Self-Construal Scale to access 
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cultural differences between individualism and collectivism. This construct was 
designed to measure individuals' beliefs, emotions, and behaviors more concisely 
than in earlier instruments. 
According to Hofstede's Individualism Index (1991), Korea is classified as a 
strong collective-oriented society. Korean collectivism can be understood in the 
context of Confucianism that has been a long-term moral philosophy in Korea 
(Schutte & Ciarlante, 1998). Confucian teaching provides the details for how 
individuals behave between people and groups. Individuals learn and follow a strict 
discipline to achieve harmony within a group. Therefore, harmony is considered as 
an important moral value. For example, the concept of sharing/togetherness is 
shown in many ways in Korea. "Our" is prevalent in Korean speaking, such as our 
home and our mom, while "mine" is hardly ever expressed. Even though a person 
lives alone, it is described as "our home." Another example is shown in an old 
Korean saying, "You should share with others even though you have a tiny bean." 
The ideas of sharing with others and togetherness represented as "we" are major 
values in Korea. 
In addition, Cha (1994) pointed out distinctive traditional Korean collective 
values as follows: 
• Willingness to help others in difficulty regardless of their in-group status, even 
strangers 
• Ancestor worship 
• Obedience and respect for parents and elders, which extends to loyalty and 
compliance with authorities 
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• Filial piety and deference to parents (e.g., refraining from smoking in the 
presence of parents) 
• Running a number of mutual-aid organizations 
• Sacrifice by women to others' needs (Cha, 1994, p. 165). 
From the above examples, individuals' beliefs and attitudes were shaped within a 
family. Therefore, the core unit of Korean collective culture was the family. 
This collective togetherness can apply in Korean consumer behavior. For 
example, brand preferences were a symbol of social approval rather than individual 
preferences (Nelson, 2000; Schutte & Ciarlante, 1998). Koreans believed that well-
known brandnames provided guarantees about the product. 
Masculinity - Femininity 
The distinction between masculinity and femininity relies on how a given 
society assigns gender roles (Samli, 1995). Masculine cultural values maximize the 
distinction between the sex roles, while feminine cultural values minimize such 
distinctions. That is, in the masculine-oriented culture, men play more important 
roles and have higher positions than women. Masculinity is associated with 
assertiveness and competitiveness (Brislin, 1993). In a feminine-oriented culture, 
both men and women are important, and their relationship is cooperative (Brislin, 
1993). 
In the Korean context, Korea is classified as a feminine-oriented society 
(Hofstede, 1991). Feminine values put emphasis on caring, good relationships with 
others, and cooperation. The following are examples of feminine values: problem 
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solving by negotiation and compromise, sympathy for the weak and the needy, and 
emphasis on modesty (Hofstede, 1991). 
Uncertainty Avoidance 
The distinction between low and high uncertainty avoidance relies on the 
extent of rules and norms that guide expected behaviors in a society (Brislin, 1993). 
In high uncertainty avoidance cultures, there are many normative and expected 
behaviors. People in high uncertainty avoidance cultures are concerned more about 
uncertainty and ambiguity, which makes them follow norms and rules in order to 
reduce uncertainty and potential risks. In low uncertainty avoidance cultures, people 
will try something new, take risks, and do not avoid uncertainty. 
According to Hofstede's Uncertainty Avoidance Index (1991), Korea is 
classified as a strong uncertainty avoidance society. The belief, "what is different is 
dangerous," is prevalent (Hofstede, 1991, p. 119). Thus, Koreans are strictly taught 
what is dangerous and bad from their childhoods. Koreans are likely to express high 
concern about safety. 
In the context of consumer behavior, uncertainty avoidance will likely impact 
attitudes toward products. For example, Koreans from high uncertainty avoidance 
cultures may be brand loyal because they are reluctant to use new products in order 
to avoid risks. 
Face 
Much of Asia is influenced by Confucian values. The concept of face is an 
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important cultural value for most of these countries; "saving face" can help people 
avoid embarrassment. Among Confucian countries, Korea is considered more 
faithful to the Confucian tradition than China and Japan (Schutte & Ciarlante, 1998). 
In Korea, "Che-myen" translates as saving face. Because Confucianism comes from 
China, face can be explained by lien and mien-tzu (Lee, 1988; Schutte & Ciarlante, 
1998). Lien is defined as "the moral integrity of an individual's character" and is 
associated with the concept of shame (Schutte & Ciarlante, 1998, p.44). Mien-tzu 
refers to "a form of face involving prestige or reputation based on personal effort" 
and is associated with social class, occupation, education, and wealth (Lee, 1988; 
Redding & Ng, 1983; Schutte & Ciarlante, 1998, p. 44). Lien and mien-tzu are 
interrelated and do not operate separately. Koreans tend to be more concerned 
about face as they get older (Kim, 1987). 
Face is developed in a social context (Hofstede, 1991 ). That is, face is 
strongly linked with collective views in the society (Kim, 1989). To maintain face, 
individuals are required to follow some expected behaviors that match with their 
social position. In the context of consumer behavior, clothing, gifts, and brand 
names may play an important role related to face (Kim, 1987; Nelson, 2000; Schutte 
& Ciarlante, 1998). For example, Koreans tended to have a stronger concern with 
others' perceptions of themselves and purchased products in which brands and 
prices fit their social position (Lee, 1988; Nelson, 2000). 
In summary, this study was designed to examine if groups of Korean female 
tourists were distinguished by their clothing benefits, clothing involvement, and 
shopping behavior. In addition, it was designed to identify whether there were 
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significantly different travel behaviors and cultural values among the groups. 
Research Questions 
Based on the previous literature review, the following research questions were 
developed (see Table 2.6). In addition, Figure 2.1 illustrates the research process 
followed in the present study. 
31 
Review research literature and develop the research questions. 
• 
Conduct preliminary interviews to identify themes related to Korean travel 
experiences in the U.S. 
• 
Develop survey instrument, using results from preliminary interviews and 
instruments from literature review. Administer survey. 
• 
Conduct factor analysis of benefits sought related to clothing, clothing 
involvement, and shopping behaviors. 
• 
Conduct cluster analysis using factors identified in previous step. 
• 
Cluster 1 Cluster 2 Cluster 3 Cluster 4 
• 
Conduct MANOVA, ANOVA, and Scheffe tests: 
Test differences among 4 clusters for interval scaled criterion variables. 
• 
Conduct Chi-square: 
Test differences among 4 clusters for categorical criterion variables. 
Figure 2.1. Research process 
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Table 2.6. Research questions 
Qv Will benefits sought related to clothing, clothing involvement, and shopping behavior for 
apparel when in Korea differ among Korean female tourists? 
Qz: Will groups of Korean female tourists formed based on clothing-related variables differ 
in their 
Q2-1 age. 
Q2-2 education. 
Q2-3 income, 
Q2-. occupation. 
Q2-5 marital status, and 
Q2-6 residence? 
Q3: Will groups of Korean female tourists formed based on clothing-related variables differ 
in their 
Qs-v travel motivations, 
Q3.2-' pre-trip planning, and 
CW tourism activities? 
Q,: Will groups of Korean female tourists formed based on clothing-related variables differ 
in their shopping orientation during a trip to the U.S.? 
Qs: Will groups of Korean female tourists formed based on clothing-related variables differ 
in their cultural values? 
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CHAPTER 3: METHOD 
This chapter describes research methods including instrument development, 
pretest, sampling, data collection, and data analyses. For this study, both qualitative 
and quantitative methods were adopted for data collection in order to draw on the 
strengths of each approach. Using both methods provided a more contextual 
understanding of Korean female tourists' apparel shopping behaviors. 
There are two sections in this chapter: interviews and survey. Preliminary 
interviews were conducted to help in developing a valid questionnaire. Based on the 
results of the interviews and existing instruments from previous studies, a survey 
questionnaire was developed. 
Interviews 
The purpose of the preliminary interviews was twofold. First, it was to 
inductively identify clothing-related and travel-related variables of Korean female 
tourists. Second, it was to help in developing a survey questionnaire. Since there 
had been little research about tourists' apparel shopping behaviors cross-culturally, 
preliminary interviews were intended to provide a better understanding of travel-
related and shopping behaviors among Korean female tourists. 
The instrument was an interview guide, primarily with open-ended questions 
for tapping Koreans' travel experiences. Open-ended questions were intended to 
learn about the respondents' feelings, underlying meanings, and beliefs about travel 
experiences, pre-trip planning, and shopping during a trip through the respondents' 
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own words (Touliatos & Compton, 1988). Based on the literature review related to 
travel and clothing research (Anderson, 1993; Kim, 1997; Nolan, 1974; Yu, 2000), 
the interview guide was developed by the researcher and reviewed by the 
researcher's major professor (see Appendix A). Interview topics ranged across 
women's travel experiences, pre-trip planning, travel styles, and shopping orientation 
both at home and during the trip. 
Statement of Human Subjects in Research 
Prior to the interviews, the proposal for the study, the interview guide, and the 
consent form were reviewed by the Human Subject Review Committee (HSRC) at 
Iowa State University. The committee approved this study by concluding that 
participants' rights and welfare were protected and there was no risk or discomfort to 
participate in this study (see Appendix B). In accordance with the committee's 
recommendation, the consent form was modified. 
Interviews 
Interviews were conducted with ten Korean women aged 30s to 60s from July 
26 to August 10,2000 at Pusan, Korea. A convenience sample was used since 
Koreans were unwilling to share their opinions and experiences with someone who 
was not an acquaintance (Lee & Um, 1992). Participants were a convenience 
sample of women who traveled to the U.S. over the past five years. The reason for 
this limited time period was to enhance the opportunity for valid recall from the 
participants. This sample was considered appropriate for the interviews because the 
women represented different age groups, travel motivations, travel styles, and 
shopping orientations, and were similar to participants solicited for the eventual 
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survey. Initial contact was made by the researcher and two Korean research 
assistants via telephone call to persons they knew who met the participant criteria. 
Interview appointments were arranged by mutual agreement between the interviewer 
and an interviewee. In accordance with the participants' convenience, seven 
interviews took place in the participants' homes; two interviews took place in a 
restaurant; and one interview took place in the researcher's home. 
Prior to beginning the interviews, the researcher introduced the study. Each 
participant received the consent form and signed it In addition, the researcher 
asked the participants' permission to record the interviews for accurate data 
collection. Except for one interview, nine interviewees consented to recording. 
Interviews took from 40 to 60 minutes. 
Qualitative data from the interviews were transcribed by the researcher. 
Transcripts were read thoroughly by the researcher to identify major themes. The 
themes were coded, and a list of all themes was made. To assess reliability, content 
analysis was recommended (Brislin, 1980; Touliatos & Compton, 1988). The 
researcher conducted content analysis by re-examining the themes of content. That 
is, the frequency of certain key words or ideas was measured and intensity of 
expression of interviewees was examined. The researcher's major professor also 
went over it. 
Findings of the Interviews 
From the interviews, a variety of travel- and shopping-related themes was 
identified. Respondents tended to travel to well-known popular places, to prepare 
well, to be price-conscious as well as fashion-conscious, and to have clothing brand 
36 
preferences. Their shopping behavior was interpreted in the cultural context of 
Korea. 
Destination. Respondents wanted to travel to well-known popular places as 
destinations, such as Los Angeles and New York. Six of ten respondents traveled in 
California, which was the most popular place to travel for the interviewees. 
California has also been identified as a top destination for all Koreans (Korea 
National Tourism Organization, 2001; Travel Industry Association of America, 1999). 
Travel information. Tourists acquired travel information from both personal 
and non-personal sources: reading books, asking other people and travel agencies, 
and collecting information from magazines and TV. Interviewees explained, 
I read books. I also asked friends who had traveled there. They 
recommended to me where to visit, (age 35) 
I read books....I traveled the places where others recommended. Travel 
information from books was helpful. Yet, it was not enough. I also get travel 
information from TV, magazines, or newspapers. Once I found somewhere 
nice, I made a scrapbook. (age 39) 
I usually get travel information from books published in the U.S. I don't trust 
books published in Korea. Or, I buy videotapes to get information. Currently, I 
get it from Internet, (age 42) 
I asked travel agents. Also, I have many sisters in the U.S. They told me 
where I should travel. My friends also recommend where to visit, (age 68) 
Interpersonal relationship. Interpersonal relationships were very important. 
Travelers bought gifts for family and friends when shopping. For example, 
interviewees said, 
I bought some t-shirts and stationery for my first son. For younger son, I 
bought toys,...I bought some cans of food because he likes eating. Also, [I 
bought] what he I iked and what he asked. ...For others, I bought stationery 
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and cosmetics as gifts, (age 42) 
Well, I don't buy things from a travel....l just buy some small gifts for my 
family when I come back home, such as cosmetics and parasols ...I bought 
four or five waist bands for my sons-in-law....! don't buy any special things 
during travel because everything is in Korea....I bought some clothing for the 
grandchildren, (age 65) 
I bought some neckties for my sons and sons-in-law...I bought gifts for my 
family members. You know, I have many sons and daughters. Even though I 
bought one thing per each person, I spend lots of money on shopping, (age 
68) 
From the above examples, it was concluded that Korean tourists buy gifts for their 
family members and friends. Buying gifts served as a significant purchase 
motivation, gift giving binds members of a group together, which is an example of 
collective culture (Lee, 2000; Triandis, 1995). Gift giving is a symbolic ritual of a 
close interpersonal relationship. That is, through gift giving, the relationship between 
two persons is understood in the context of the "ingroup" (Hofstede, 1991, p.50). 
Members of the ingroup may believe that they have "a sense of common fate" 
(Triandis, 1995, p. 9). 
Another example related to interpersonal relationships was interpersonal 
influence when purchasing products. The Korean women were directly and 
indirectly influenced by others while shopping. For example, interviewees described 
their shopping in the following ways. 
[the reason for brand preference was that] I tend to be influenced by others, 
such as friends and relatives. Or, I remember what they said while shopping, 
(age 35) 
[Q. Are you influenced by others when shopping?] Yes, I did when making 
decisions. That is, I buy something if it has a good reputation in Korea. If not, 
I am reluctant to buy it....(The reason that I listen to others' recommendations 
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is), I believe, they have knowledge about the product, which is from their 
experiences, (age 32) 
As shown in the examples, people recalled others' recommendations and rely on 
social reputation for a product while shopping. 
Shopping behavior related to gender role. Travelers attempted to be 
frugal, price-conscious, and practical when shopping. These characteristics were 
associated with Korean cultural beliefs about a wife's role. For example, several 
interviewees said, 
I buy something after comparing the prices. I buy the cheaper product, even 
though it is not a Korean product. I want to buy the better quality products for 
which I pay less money because I am a housewife. I tend to make decisions 
after comparing the prices, (age 39) 
I should not waste money, (age 35) 
I bought what I needed, (age 65) 
I see stitching first (when I bought clothing) because my kids grow up so 
quickly. So, stitching should be durable, (age 40) 
These examples showed how much the women were concerned about price and the 
value of a product. They believed that a wife should be a wise shopper to manage a 
successful budget. 
In addition, the travelers were very fashion-conscious. Current fashion trends 
were an important factor influencing clothing purchase. For example, an interviewee 
responded to the question "What are the considerations for clothing when 
shopping?" 
First of all, quality is important. If I bought something, I would think how long I 
can wear it....After I bought the inexpensive things, I had to buy again. Well, 
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first of all, fashion is the most important thing. Something sophisticated, 
modem I consider style first. And then, I consider quality and price...I don't 
buy old-fashioned clothing even though it's very inexpensive. I want to buy 
the latest fashions, (age 32) 
This characteristic was associated with the Korean female role. A sense of style 
seemed to symbolize a sophisticated female image. 
Korean female tourists' shopping pattern. Three shopping patterns were 
found. Before travel abroad, the tourists tended to browse and shop at duty free 
shops in Korean department stores. During a trip, they tended to go shopping for 
themselves in the outlet stores and local department stores in the U.S. When they 
came back home, they tended to buy some gifts at the duty-free shops in the airport 
or on an airplane. 
Duty-free shopping was a distinctive shopping pattern of Korean female 
tourists. There are two regulations for Koreans to use duty-free stores. First, only 
those who purchase an international airline ticket can shop at the duty-free stores. 
Duty-free stores were located at the top floor of department stores, in airports, and in 
a limited numbers of luxury hotels. If Korean tourists bought something at the duty­
free shops in the department stores, they could pick it up at the airport. Often these 
purchases would be used as gifts in the U.S. Second, tourists can spend a 
maximum amount of $2,000 per trip at the duty-free stores since 2001. However, 
only $400 of this is tax free. If tourists purchased more than $400 from departure to 
entry, they have to report it on a custom declaration and pay tax on goods exceeding 
$400. Therefore, tourists try not to exceed a total of $400 in shopping. 
Eight interviewees had shopping experiences at the duty-free shops during 
40 
their last trip to the U.S. They preferred to shop at the duty-free stores in the 
department stores in Korea because they browsed the stores and then shopped 
without impulse buying. Their shopping patterns were also related to Korean cultural 
beliefs about a female's role. These included that women should be price/quality 
concerned for a long-term successful budget as a housewife and fashion-concerned 
as a sophisticated woman. To illustrate, a forty-year old interviewee said, "I tend to 
buy goods inexpensively at the duty-free shops. . ..I went mainly shopping at the 
duty-free shops (in Korea) because I had to pay much more when traveling abroad." 
Another interviewee said, "Before a trip, shopping starts at the duty-free shops." In 
addition, a thirty-nine year old woman indicated that the duty-free shops at the 
department stores were the better place for her reasonable shopping plan than ones 
at the airports. She said it the following way. 
Before a trip, I went shopping at the duty-free shops in the departments. 
Especially, I bought something expensive because of tax-free. It's much 
cheaper than in the U.S....In addition, it's convenient. I tend to make impulse 
purchases at the duty-free shops at the airport because I don't know what I 
can buy there. So, I browse the duty-free shops at the departments before a 
trip and buy something on sale. 
Duty-free shops were considered a good place for shopping because people were 
satisfied with the cheaper prices and better quality. 
Uncertainty avoidance. Travelers felt excited as well as uncomfortable 
when traveling abroad. Their uncomfortable feelings about new situations, such as 
speaking English or going to new places, led to attitudes of uncertainty avoidance. 
To reduce the uncertainty, they gathered pre-trip information as much as they could, 
from personal and non-personal sources. Bringing extra money was another 
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example for uncertainty avoidance. For example, an interviewee recalled, 
At that time, with my two kids, I visited my sister-in-law (in New York) and then 
went to another relative in Virginia. I went there by Greyhound after I read a 
book. I was so brave! (laugh). It was very helpful to read a book because I 
did not speak English well....It was very thick.. .I also brought extra money 
just in case, (age 42) 
Another way to avoid uncertainty was shown in their shopping behavior. 
Uncertainty about the quality of products led to a specific brand preference. 
Travelers wanted to purchase familiar brands rather than unfamiliar ones. A sixty-
eight year old interviewee said, "First of all, I can't communicate with a salesperson. 
So, I prefer some brands. I don't know others...Because I used those brands, I feel 
comfortable (to buy)." As shown in the previous example, Korean female tourist's 
decision making tended to be based on the reputation of a product in Korea. 
Conflicts between self and others. When shopping with others, people 
were apt to have conflicts between themselves and others. They were concerned 
about others' opinions even though they did not agree with them. These conflicts 
were solved either by independent self-decision making or by dependent decision 
making, as described below. 
I prefer to go shopping alone. There are so many opinions when shopping 
with others (laugh). I feel more comfortable when shopping a lone.... When 
someone said something about what I wanted to do, I had some conflicts. 
But, I did it my own way. (age 41 ) 
Shopping alone is the best. When traveling with my family, my husband takes 
care of my children and I go shopping alone....When shopping with others, I 
just look. I've come to the conclusion later.. .Well, maybe, I have some 
influences from others when they recommend. I might accept partly. Not 
completely, (age 39) 
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The previous examples showed that women went their own ways even though they 
had some conflicts between themselves and others. 
Unlike these women, the following example showed that another traveler 
accepted others' recommendation regardless of her own opinion. 
When shopping with others, we asked each other. Shopping with others is 
quite different from when shopping alone. If someone said something, I 
couldn't do it my way. Because I can't reject others' opinions,...The best way 
to reflect my own way is to go shopping alone. That's why I like shopping 
alone....I tend to accept others' recommendations just because I couldn't 
refuse. Sometimes, I buy something even though I don't want to. (age 35) 
Based on the preliminary interviews, a series of topics was selected for 
inclusion in a study of Korean female tourists to the U.S. These included: 
• Korean tourists traveled to well-known popular places as destinations. 
• They got travel information from both personal and non-personal sources. 
• In terms of shopping pattern, duty-free shopping was a distinctive 
shopping pattern of Korean female tourists. 
• Tourists bought gifts for family and friends when shopping. 
• They were directly and indirectly influenced by others while shopping. 
• They were very price conscious as well as fashion conscious. 
• To avoid uncertainty, the Korean women gathered pre-trip information as 
much as they could, brought extra money, and purchased familiar brands 
when shopping. 
• They were concerned about others' opinions even though they did not 
agree with them. These conflicts were solved either by independent self-
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decision making or by dependent decision making. 
Survey 
Questionnaire Development 
The second instrument for this study was a questionnaire. Based on the 
qualitative findings from the interviews and existing instruments, the survey 
instrument was developed. The following variables were measured: clothing 
benefits, clothing involvement, shopping orientation, travel motivation, tourism styles, 
travel planning styles, and cultural values (see Appendix D). 
Travel experiences. The first section of the survey consisted of questions 
about past travel experiences. Respondents were asked when they traveled, where 
they traveled, how many times they traveled to the U.S., with whom they traveled, 
and where they traveled abroad over the past two years. The opening questions 
were intended to gain respondents' interest in the survey. The opening questions 
played an important role to gain respondents' cooperation (Dillman, 2000), so they 
were designed to be simple and friendly, such as questions about their travel 
experiences. 
Clothing benefits. Thirty-one items to measure clothing benefits were 
compiled from previous studies. Common benefits sought were selected across 
studies and then examined if they were appropriate for Korean consumers. Two 
new items from the findings of the interviews were added. New topics included 
creating a thin appearance and buying brandnamed clothing. Items were designed 
to measure aesthetic, brand-related, functional, conformity-directed, economic, and 
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Table 3.1. Questionnaire items measuring clothing benefits 
Themes Items Sources 
Aesthetic-
related 
I buy the latest fashionable styles. 
I buy the latest fashionable colors 
I buy clothing colors and designs that fit in with 
the other clothing I own. 
I prefer natural fibers, such as cotton and wool. 
I buy clothing that allows me to create a unique 
look. 
I buy clothing that allows me to create a 
dramatic appearance. 
Styles that look good on my body type are 
important when I buy clothing. 
I buy clothing that helps me look attractive. 
I buy clothing that hides my body type. 
I buy clothing that allows me to create a 
sophisticated look. 
I buy clothing that looks good even if it is 
uncomfortable. 
I buy clothing that allows me to create a thin 
look. 
Choi & Koh, 1995; Jenkins, 
1973; Lee & Burns, 1993 
Littrell, Ogle, & Kim, 1999 
Jenkins, 1973 
Jenkins, 1973 
Dickson, 1994; Littrell, Ogle, 
& Kim, 1999 
Dickson, 1994; Littrell, Ogle, 
& Kim, 1999 
Dickson, 1994; Littrell, Ogle, 
& Kim, 1999; Shim & Bickle, 
1994 
Dickson, 1994; Littrell, Ogle, 
& Kim, 1999 
Dickson, 1994; Littrell, Ogle, 
& Kim, 1999 
Shim & Bickle, 1994 
Choi & Koh, 1995; Dickson, 
1994; Lee & Burns, 1993; 
Littrell, Ogle, & Kim, 1999 
New 
Brand-
related 
Conformity-
related 
Economic 
Functional 
I buy well known brandname clothing. 
I buy less known brandname clothing that may 
cost less money. 
I buy clothing that everyone is wearing even 
though they may not look good on me. 
I buy clothing that is similar to what my friends 
are wearing. 
I buy clothing styles which others will admire. 
I have new clothes for special occasions. 
I buy clothing on sale. 
I buy several less expensive garments rather 
than one that is of better quality. 
I buy less expensive clothes that look 
expensive. 
Permanent press and easy-care finishes on 
clothing are important when I buy clothing. 
I buy comfortable clothing . 
I buy clothing that does not get dirty very 
quickly. 
I buy good quality clothing. 
Jenkins, 1973 
New 
Gurel & Gurel, 1979 
Gurel & Gurel, 1979; 
Jenkins, 1973 
Jenkins, 1973 
Gurel & Gurel, 1979 
Choi & Koh, 1995; Jenkins, 
1973 
Jenkins, 1973 
Jenkins, 1973 
Jenkins, 1973 
Jenkins, 1973 
Lee & Burns, 1993 
Littrell, Ogle, & Kim, 1999 
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Table 3.1. (Continued) 
I buy comfortable clothing even if it is not the 
most fashionable. 
I buy clothing that is sewn well. 
I buy clothing with colors that do not run when 
washed. 
Lee & Burns, 1993; 
Morganosky, 1987 
Littrell, Ogle, & Kim, 1999 
Littrell, Ogle, & Kim, 1999 
Symbolic Clothing reflects who I am as a person. 
Clothing communicates that I am fashionable. 
Clothing helps me feel good about myself. 
Clothing identifies my role. 
Designer clothing shows my social status. 
Littrell, Ogle, & Kim, 1999 
Littrell, Ogle, & Kim, 1999 
Shim & Bickle, 1994 
Shim & Bickle, 1994 
Shim & Bickle, 1994 
symbolic aspects of clothing benefits (see Table 3.1 ). The items were rated on a 7-
point Likert scale from 1 (strongly disagree) to /(strongly agree). That is, higher 
scores represented what people most sought when they purchased clothing. 
Clothing involvement. Eighteen items to measure clothing involvement 
were compiled from existing instruments (see Table 3.2). The themes of eighteen 
items included appearance, confidence, fashion, innovativeness, interest, price, and 
self. Previous studies showed that the themes of clothing involvement were similar 
to ones of clothing benefits. However, the items of clothing involvement were 
designed to measure participants' general interests about clothing. The items were 
rated on a 7-point Likert scale from 1 (strongly disagree) to /(strongly agree). 
Shopping orientation. Twenty-four items were compiled from existing 
instruments related to shopping orientation (see Table 3.3). Two new items from the 
findings of the interviews were added. The new items related to store types for 
shopping. The themes of shopping orientation were diverse, including product-, 
choice-, store-, price-, recreation-, and shopping style-related themes. Respondents 
were asked about their shopping orientation both at home and during a trip. The 
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Table 3.2. Questionnaire items measuring clothing involvement 
Themes Items Sources 
Appearance The way 1 look in my clothes is very important to 
me. 
1 keep my clothes clean and neat. 
Creekmore, 1963; 
Gurel & Gurel, 1979 
Creekmore, 1963; 
Gurel & Gurel, 1979 
Careful 
expenditure on 
shopping 
Careful shopping is a way to fulfill my responsibility 
as a homemaker. 
Westbrook & Black, 
1985 
Confidence 1 am confident in my ability to shop for clothing Shim & Bickle, 1994; 
Shim & Kotsiopulos, 
1993 
Fashion 
conscious 
1 would always like to wear the latest fashion. 
1 consider that a well-coordinated dress is an 
important part of my life and activities. 
1 like to watch how fashion changes. 
1 buy more fashionable clothing than practical or 
comfortable ones. 
1 like to shop for clothes. 
Creekmore, 1963; 
Lumpkin & Darden, 
1982; Wilkes, 1992 
Lumpkin & Darden, 
1982; Wilkes. 1992 
Shim & Bickle. 1994 
Creekmore, 1963; 
Lumpkin & Darden, 
1982; Wilkes, 1992 
Lumpkin & Darden, 
1982; Wilkes, 1992 
Innovativeness It's fun to try on different garments and accessories 
to see how they look together. 
1 buy new fashions only after others have adopted 
them. 
Gurel & Gurel, 1979 
Jenkins, 1973 
Interest 1 have a great interest in clothing. 
1 like to engage in conversation about clothing. 
Lee, Rhee, & Jasper, 
1998; Srinivasan, 1987 
Srinivasan, 1987 
No concern for 
clothing 
The process of buying or making clothes is a bother 
to me. 
1 tend to wear the same things over and over. 
Creekmore, 1963 
Creekmore, 1963 
Self/ Symbol When 1 buy clothing, 1 consider if it fits my self 
image. 
There are some clothes that 1 enjoy wearing 
because they express the way 1 feel about 
myself. 
People make judgment of others by how they are 
dressed. 
Lee, Rhee, & Jasper, 
1998 
Creekmore, 1963 
Lee, Rhee, & Jasper, 
1998 
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Table 3.3. Questionnaire items measuring shopping orientations 
Themes Items Sources 
Brand-
related 
1 stick with a product or brand 1 like once 1 find it. 
1 buy well-known brands. 
1 buy favorite brands over and over. 
1 go to the same stores each time 1 shop. 
1 do not pay much attention to brand names. 
Hafstrom, Chae, & Chung, 
1992; Kim & Rhee. 1994; 
Shim & Kotsiopulos, 1993; 
Sproles & Kendall, 1986 
Hafstrom, Chae, & Chung, 
1992; Sproles & Kendall, 
1986 
Hafstrom, Chae, & Chung. 
1992; Sproles & Kendall, 
1986 
Hafstrom, Chae, & Chung, 
1992; Sproles & Kendall, 
1986 
Shim & Kotsiopulos, 1993 
Choice-
related 
When 1 find what 1 like, 1 buy it without hesitation. 
Highly advertised brands are usually very good. 
It takes time to shop carefully for best buys. 
Shim & Kotsiopulos, 1993 
Shim & Kotsiopulos, 1993; 
Sproles & Kendall, 1986 
Kim & Rhee, 1994; Sproles 
& Kendall, 1986 
Confusing There are so many brands to choose from that 
often 1 feel confused. 
Hafstrom, Chae, & Chung, 
1992; Sproles & Kendall, 
1986 
Convenience 1 buy clothing at the most convenient store. Hafstrom, Chae, & Chung, 
1992; Shim & Kotsiopulos. 
1993 
Price-related The higher the price of clothing, the better its 
quality. 
1 look carefully to find the best values for the 
money. 
1 buy clothing as much as possible at sale prices. 
1 buy the more expensive brands. 
1 plan my shopping expenditures carefully. 
Hafstrom. Chae. & Chung. 
1992; Sproles & Kendall, 
1986 
Hafstrom, Chae, & Chung, 
1992; Sproles & Kendall, 
1986 
Sproles & Kendall, 1986 
Hafstrom. Chae, & Chung, 
1992; Sproles & Kendall, 
1986 
Hafstrom, Chae, & Chung. 
1992; Kim & Rhee, 1994; 
Sproles & Kendall, 1986 
Shopping 
enjoyment 
It's fun to buy something new and exciting. 
Shopping puts me in a good mood. 
1 enjoy browsing for clothing even if 1 cannot buy it 
yet. 
Hafstrom, Chae, & Chung, 
1992; Sproles & Kendall, 
1986 
Shim & Bickle, 1994 
Kim & Rhee, 1994 
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Table 3.3. (Continued) 
I enjoy shopping just for the fun of it. Dawson, Block, & Ridgway, 
1990; Kim & Rhee. 1994 
Shopping 
style 
I should plan my shopping more carefully than I 
do. 
I am impulsive when buying clothing. 
I often make careless purchases I later wish I had 
not. 
Hafstrom. Chae, & Chung, 
1992; Sproles & Kendall, 
1986 
Hafstrom. Chae, & Chung, 
1992; Sproles & Kendall, 
1986 
Hafstrom, Chae, & Chung, 
1992; Sproles & Kendall, 
1986 
Store type Duty free shops are good places for clothing 
shopping. 
Outlets are good places for clothing shopping. 
Nice department and specialty stores offer me the 
best clothing. 
New 
New 
Hafstrom, Chae, & Chung, 
1992; Sproles & Kendall, 
1986 
items were rated on a 7-point Likert scale from 1 (strongly disagree) to /(strongly 
agree). 
Travel motivations. Seventeen items were compiled from existing 
instruments for travel motivations (see Table 3.4). The items included common 
themes from previous studies, such as escape from the ordinary, ego enhancement, 
and relationships with family or friends. Respondents were asked how important 
each reason was for their trips. The items were rated on a 7-point Likert scale from 
1 (strongly unimportant) to /(strongly important). 
Tourism activities. Twenty-one items intended to measure the importance 
of various travel activities were compiled from existing instruments (see Table 3.5). 
The items included common themes from previous studies discussed in Chapter 2, 
such as ethnic/history/art, recreation, and outdoor/urban entertainment. 
Respondents were asked how important each item was specifically to their 
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Table 3.4. Questionnaire items measuring travel motivations 
Themes Items Sources 
Coping To rediscover myself. Cha, McCleary, & Uysal, 
1995; Fodness, 1994 
Entertainment To have fun. 
To have romantic experience. 
To go shopping. 
To live in luxury while on a trip. 
To go to famous places in the world. 
Fodness, 1994; Kim, 1997 
Fodness, 1994; Kim, 1997 
Fodness, 1994; Kim, 1997 
Kim, 1997 
Kim.1997 
Escape To escape from the ordinary. 
To forget about everything else. 
To get away from pressure and stress. 
Cha, McCleary, & Uysal. 
1995; Fisher & Price, 1991; 
Fodness, 1994; Kim, 1997 
Fisher & Price, 1991; 
Fodness, 1994 
Fodness, 1994 
Exploration To experience new things and different 
lifestyles. 
To see how other people live. 
To visit some places where I have always 
wanted to visit. 
Ballantyne, Packer, & 
Beckmann, 1998; Cha, 
McCleary, & Uysal, 1995; 
Fodness. 1994; Kim. 1997 
Fodness, 1994 
Fodness, 1994 
Family To do something with family. 
To visit friends or relatives. 
To help strengthen ties with family or friends. 
Ballantyne, Packer, & 
Beckmann, 1998; Cha, 
McCleary, & Uysal, 1995; 
Fisher & Price, 1991; 
Fodness, 1994; Kim, 1997 
Cha, McCleary, & Uysal, 
1995; Fodness, 1994; Kim, 
1997 
Fisher & Price, 1991; 
Fodness, 1994 
Learning To learn about the people, culture, and 
history of the place I visit. 
Cha, McCleary, & Uysal, 
1995; Fisher& Price, 1991; 
Kim,1997 
Relaxation To relax. Ballantyne, Packer, & 
Beckmann, 1998; Fodness. 
1994 
travel in the United States. The items were rated on a 7-point Likert scale from 
1 (very unimportant) to 7(very important). 
Travel planning styles. Four items to measure travel planning were 
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Table 3.5. Questionnaire items measuring tourism activities 
Themes Items Sources 
Art / History Visiting historic homes, historic sites, history museums. 
Visiting art galleries, art museums, or art studios. 
Visiting gardens and urban parks. 
Observing architecture of public buildings such as 
churches or government buildings. 
Going to recreated villages depicting a past way of life. 
Attending concerts or theater. 
Anderson, 1993; Kim, 
1997; Nolan, 1974 
Anderson, 1993; Kim, 
1997; Yu, 2000 
Anderson, 1993; Kim, 
1997; Yu, 2000 
Kim, 1997; Yu, 2000 
Anderson, 1993; Kim, 
1997 
Kim, 1997; Yu. 2000 
Ethnic 
/people 
Visiting ethnic communities. 
Eating foods of the region. 
Walking around in a town or city. 
Going to different places on each new trip. 
Anderson, 1993; Kim. 
1997 
Kim. 1997 
Ballantyne, Packer, & 
Beckmann, 1998; 
Kim, 1997 
Locker & Perdue, 
1992 
Organized 
tour 
Taking a complete package tour. Anderson, 1993; Kim, 
1997; Yu,2000 
Outdoor 
activities 
Visiting state or national parks. Anderson, 1993; 
Ballantyne, Packer, & 
Beckmann, 1998 
Hiking, backpacking, or taking nature walks. Ballantyne, Packer, & 
Beckmann, 1998; 
Kim, 1997; Nolan, 
1974; Yu, 2000 
Recreational Participating in sports. 
Taking photographs. 
Participating in night entertainment such as dancing or 
nightclubs. 
Visiting recreational theme parks with rides and sports. 
Gambling or gaming. 
Anderson, 1993; 
Ballantyne, Packer, & 
Beckmann, 1998; 
Kim, 1997; Nolan, 
1974; Yu,2000 
Kim, 1997; Yu. 2000 
Nolan, 1974; Yu, 
2000 
Yu, 2000 
Yu. 2000 
Shopping Bringing home souvenirs from the trip. 
Buying gifts. 
Shopping. 
Kim. 1997; Yu. 2000 
Pizam & Jeong, 1996 
Kim, 1997; Nolan, 
1974; Yu, 2000 
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compiled from existing instruments. Five new items from the findings of previous 
interviews were added (see Table 3.6). The previous studies and preliminary 
interviews indicated that Koreans were interested in shopping. Therefore, the new 
topics were designed to identify Korean tourists' pre-trip shopping plans. 
Respondents were asked how often they were involved in each form of pre-trip 
planning. The items were rated on a 7-point Likert scale from 1 (never) to /(always). 
Cultural values. Thirty-three items to measure cultural values were compiled 
from existing instruments (see Table 3.7). Items related to four distinctive cultural 
values, that is individualism-collectivism, masculinity- femininity, uncertainty 
avoidance, and face. Respondents were asked to indicate their agreement with 
each item. The items were rated on a 7-point Likert scale ranging from 1 (strongly 
disagree) to /(strongly agree). 
Demographic Information. Respondents were asked about residence, 
marital status, family size, education, occupation, and income. In addition, at the 
end of the questionnaire, respondents had an opportunity to offer additional 
comments about their travel experiences. 
Statement of Human Subjects in Research 
Prior to distributing the survey, a cover letter, the questionnaire, and a 
description of the proposed study were submitted to and approved by the Human 
Subject Review Committee (HSRC) at Iowa State University (see Appendix B). 
Pretest 
After developing the instrument, the English questionnaire was translated into 
Korean by the researcher. Pretests were conducted in two steps. In the first step. 
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Table 3.6. Questionnaire items measuring travel planning styles 
Themes Items Sources 
Pre-trip Before a trip, I browsed duty-free shops or department stores to New 
shopping get ideas about what I wanted to buy during a trip. 
plan 
Before a trip, I made a shopping list. New 
I was thinking what I wanted to buy during a trip even though I New 
didn't have a specific shopping list. 
Before a trip, I was thinking of gifts for family or friends. New 
Before a trip, I like to have all my travel arrangements made. New 
Travel Before a trip, I ask family or friends to get travel Information. Nolan, 1974 
information 
source 
Before a trip, I read commercial guidebooks to get travel Nolan, 1974 
information. 
I often get travel information from the media, such as newspapers Nolan, 1974 
and televisions. 
Before a trip, I ask travel agents to get travel information. Nolan, 1974 
the pretest was designed to examine smooth translation between English and 
Korean, the clarity of the contents, the layout of the questionnaire, and the required 
time to complete the questionnaire. The Korean questionnaire was examined by two 
Korean graduate students in Textiles and Clothing at Iowa State University in the U.S. 
According to their suggestions, the questionnaire was revised. 
The second pretest was conducted in Korea because older Korean females 
tend to be unfamiliar with surveys. The second pretest was designed to ensure that 
representative participants would comprehend the contents of the questionnaire. 
The revised Korean questionnaire was re-examined by a thirty-five year female and 
a sixty-one year old female who were similar to participants solicited for the eventual 
survey. The order of questions in the travel planning section was modified according 
to their suggestion. After the pretests, the final Korean questionnaire was completed. 
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Table 3.7. Questionnaire items measuring cultural values 
Themes Questions Sources 
Face It is important for everybody's face to maintain harmony. 
If my children fail to go a university, I would lose my face. 
If my husband is unemployed, this makes my family lose face. 
Purchasing brandnamed products helps to maintain my face. 
Hofstead, 1991 
Hofstead, 1991 
Hofstead, 1991 
Schutte & 
Ciarlante, 1998 
Individualism 
-Collectivism 
I have respect for the authority figures with whom I interact. 
It is important for me to maintain harmony within my group. 
My happiness depends on the happiness of those around me. 
The young should offer their seats in a bus to the old. 
I respect people who are modest about themselves. 
I will sacrifice my self-interest for the benefit of the group I am 
in. 
I often have the feeling that my relationships with others are 
more important than my own accomplishments. 
I take/took into consideration my parents' advice when making 
education/career plans. 
It is important to me to respect decisions made by the group. 
I will stay in a group if they need me, even when I'm not happy 
with the group. 
If my brother or sister fails, I feel responsible. 
Even when I strongly disagree with group members, I avoid an 
argument. 
I'd rather say "No" directly, than risk being misunderstood. 
Having a lively imagination is important to me. 
I am comfortable with being singled out for praise or rewards. 
Being able to take care of myself is a primary concern for me. 
I act the same way no matter who I am with. 
I prefer to be direct and forthright when dealing with people I've 
just met. 
I enjoy being unique and different from others. 
Having a personal identity independent of others is very 
important to me. 
I value being in good health above everything. 
Singelis, 1994 
Singelis, 1994 
Singelis, 1994 
Singelis, 1994 
Singelis. 1994 
Singelis, 1994 
Singelis, 1994 
Singelis, 1994 
Singelis. 1994 
Singelis, 1994 
Singelis, 1994 
Singelis, 1994 
Singelis. 1994 
Singelis, 1994 
Singelis, 1994 
Singelis, 1994 
Singelis, 1994 
Singelis, 1994 
Singelis, 1994 
Singelis, 1994 
Singelis, 1994 
Masculinity-
Femininity 
I feel sympathy for the weak. 
Boys and girls should study the same subjects at school. 
The needy should be helped. 
People and warm relationships are important. 
Hofstead, 1991 
Hofstead, 1991 
Hofstead, 1991 
Hofstead, 1991 
Uncertainty 
Avoidance 
I feel fear of unfamiliar situations 
I should keep tight rules tight rules for children on what is dirty 
and taboo. 
What is different is dangerous. 
Teachers are supposed to have all the answers. 
Hofstead, 1991 
Hofstead, 1991 
Hofstead, 1991 
Hofstead, 1991 
Questionnaire Format 
The questionnaire format was a 12-page, 57k " x 8 V booklet, which followed 
Korean format for paper size. The questionnaire was self-administered. According 
to Dillmans' suggestion (2000), the questionnaire was designed to read easily such 
as using bold print and shaded background. On the front cover, a title, "Apparel 
shopping behaviors among Korean female tourists," the name of institution, the 
name of the researcher, and information about confidentiality of data were provided. 
In addition, on the top of the first page, the questionnaires were numbered serially 
for the control of questionnaires and later data analyses. The questions were 
grouped in four sections according to topics: travel questions, clothing questions, 
cultural value questions, and demographic questions. On the back cover, an open-
ended question was included and participants had an opportunity to comment further 
on their trips. 
Sample 
The sample for this study consisted of 547 Korean women between their 30s 
and 70s who resided in Korea and traveled to the U.S. at least one time between 
1997 and 2001. Snowball sampling was used for this study because Koreans are 
reluctant to give personal information and opinions to a stranger (Lee & Um, 1992). 
Procedure 
Data were collected in Seoul and Pusan, which are the two biggest cities in 
Korea, from June 1 to July 20,2001. Based on friends and acquaintances of the 
researcher and two Korean research assistants, initial contact was made via 
telephone calls. The researcher and two trained Korean research assistants 
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explained the research to the initially contacted people and asked them to participate 
in the research. According to their responses, the numbers of questionnaires were 
assigned and were distributed both in person and by mail. Individuals who first filled 
out the survey were asked to recommend others. A small token of appreciation was 
given to the initially contacted people. 
For data collection, three methods were used: drop-and-pick up, drop-and-
post back, and mail survey. According to the respondents' convenience, the 
questionnaires were distributed and collected either personally or by mail. That is, 
for those who had an opportunity to meet, the questionnaires were delivered and 
collected personally. For a drop-and post back method, questionnaires were given 
personally, left for completion, and returned by mail. For those who couldn't meet 
individually, questionnaires were mailed and returned by mail. 
Each respondent received a cover letter (see Appendix C) and a 
questionnaire. For those who wanted to return a questionnaire by mail, a stamped, 
addressed envelope was also provided. The cover letter included the purpose of the 
study, a request for participation, security of confidentiality of information provided for 
participants, and a contact phone number with the researcher. Most questionnaires 
were collected in two weeks. For non-respondents, reminder telephone calls were 
made two weeks after sending out the questionnaires. 
Data Analysis 
For quantitative data analysis, the Statistical Package for Social Science 
(SPSS) Version 10 was used. 
Preliminary analysis. Descriptive statistics were used for preliminary data 
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analysis. Frequencies, means, percentages, and standard deviations were obtained 
for each variable. The purpose of descriptive statistics was to examine overall 
distributions of data and demographic characteristics, which provided insights for 
further data analyses (Malhotra, 1999). 
Factor analysis. The purpose of factor analysis was to identify "underlying 
dimensions" that have common themes by reducing the number of items (Gardner, 
2001 ). In this study, exploratory factor analysis using the principal component 
method of extraction and varimax rotation was conducted for each set of items: 
clothing benefits, clothing involvement, shopping orientation, travel motivation, travel 
planning, and cultural values. The number of the factors from each set of items was 
decided using the followings as guides: (1 ) the latent roots criterion, that is the 
eigenvalues were greater than 1, and (2) from the scree plots, the number of factors 
were decided at the bending point. Items loading at .50 or higher on a factor with a 
difference of at least .20 on other factors were retained for further analysis. Factors 
were named to correspond with the content of items included in the factor. For In 
addition, internal reliability of each factor was examined by Cronbach's alpha. High 
values for Cronbach's alpha coefficients indicate that the construct has high internal 
consistency. Generally, alpha values greater than 0.7 are considered acceptable 
(Peterson, 1994). However, the following cases were also considered: (1 ) even 
though factor loadings are high, the reliability could be relatively low when the factor 
included only a few items (Kim & Mueller, 1978); and (2) the reliability could be 
relatively low when the items were newly developed (Nunnally, 1970). Otherwise, a 
low alpha could also be due to low internal consistency. 
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Cluster analysis. The purpose of cluster analysis was to develop 
homogeneous Korean female tourist groups. In this study, based on 13 factors of 
clothing benefits, clothing involvement, and shopping orientation from factor analysis, 
cluster analysis was performed to classify Korean female tourists as apparel 
shoppers. 
The k-means clustering method was used because it managed larger sample 
sizes effectively (SPSS, 1998). Data were standardized prior to the k-means cluster 
analysis according to the SPSS guide (1998). The F statistics in k-means' one-way 
ANOVAs were examined at a significance level of .05 to determine whether there 
were significant differences between clusters. 
MANOVA, ANOVA, Post hoc Scheffe multiple comparison. Once the 
clusters were formed, analyses progressed in several stages. MANOVA was 
conducted to identify group differences for variables that were composed of multiple 
potentially interrelated factors. When the Wilks' Lambda of the MANOVA was 
significant, only then was ANOVA performed to examine whether group differences 
on an individual factor existed. In addition, Post hoc Scheffe multiple comparisons 
were subsequently conducted to identify which groups of Korean female tourists 
differed for the factor that was significant from the ANOVA. The Sheffe test was 
selected because it was considered to be the most conservative among multiple 
comparison tests (Malhotra, 1999). 
Chi-square. The purpose of chi-square was to examine whether categorical 
variables, such as education, income, and occupation, were associated with Korean 
female tourist groups. According to the SPSS guide (Norusis, 2000), two 
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assumptions should be satisfied for the Chi-square test: (1 ) all the observed 
variables are independent; and (2) most of expected frequencies are at least 5. For 
this study, all the variables were independent. Some of categories of education, 
income, and marital status were combined because frequencies were below 5. 
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CHAPTER 4: PRELIMINARY RESULTS 
This chapter reports the preliminary results from the analyses of the research 
data. It consists of three parts: response rate, sample characteristics, and factor 
analysis. First, questionnaire response rate was assessed. Second, descriptive 
statistics were conducted to examine overall data distribution, understand the nature 
of the variables, and identify respondents' demographic characteristics as well as 
their travel behavior. Third, exploratory factor analysis was conducted to reduce the 
number of items for each variable and to identify the common dimensions among the 
items within the variables. Cronbach's alpha was used to assess internal reliability 
of variables. 
Questionnaire Response Rate 
Out of 547 questionnaires distributed, 364 were returned for a response rate 
of 66.5%. Among the 364 returned, 68 questionnaires were excluded as 
inappropriate documents. These included people who traveled before 1997 (54.4% 
of the 68 questionnaires), younger women who were in their 20s (23.5%), women 
who had lived in the U.S. (7.4%), women who traveled to other countries than the 
U.S. (7.4%), and individuals who left large sections of the instrument blank (7.4%). 
Korean women in their 20s were not included as they tend to visit the U.S. for study 
rather than for a trip and prefer to travel to Europe rather than the U.S. for leisure 
travel (Korea National Tourism Organization, 2000). Unless they are studying, it is 
difficult for Korean women in their 20s to get a U.S. visa. From the remaining 296 
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questionnaires, there were many missing responses involving one variable, 
shopping orientation at home in Korea, which was important for identifying a profile 
of Korean female tourists. Therefore, 119 questionnaires that had many incomplete 
items for the critical variable of shopping orientation at home (greater than 53%) 
were excluded. 
There are two possible reasons for a low response rate on the shopping 
orientation at home items. First, respondents had to answer each item for both 
shopping at home and while traveling. Since the shopping orientation at home 
(Korea) and on trips (U.S.) seemed to be a long and complicated section to answer, 
respondents may have declined to answer for the shopping orientation items. 
Second, respondents may have felt free to skip answers according to the human 
subject guideline, which was explained to them in the following way: "Your 
participation in this study is voluntary. You may decline to answer any questions or 
end your participation at any time." The researcher found that in other Korean 
questionnaires respondents were asked to fill out all the questions. This directive 
may have made respondents be more responsible for answering when participating 
in a survey. Response rate would likely be increased in Korea if there were a 
stronger directive given. The final 177 questionnaires were used in the data 
analyses. 
Sample Characteristics 
Demographics 
Respondents' demographic characteristics are summarized in Table 4.1. The 
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Table 4.1. Demographic characteristics of respondents (N=177) 
Variable Frequency Percent3 
Age 
30-39 73 41.2 
40-49 60 33.9 
50-59 27 15.3 
60-69 12 6.8 
70 1 0.6 
Residence 
Pusan 138 78.0 
Seoul 39 22.0 
Marital Status 
Never married 18 10.2 
Married 154 87.0 
Divorced/separated 3 1.7 
Widowed 2 1.1 
Education 
Elementary (grade 1-8) 1 0.6 
High school (grade 9-12) 17 9.6 
1 to 3 years Technical, vocational, or college 11 6.2 
Bachelor degree 116 65.5 
Some graduate school 9 5.1 
Master's degree 21 11.9 
Doctoral degree 2 1.1 
Family Size 
1 3 1.7 
2 21 11.9 
3 37 20.9 
4 77 43.5 
5 25 14.1 
6 2 1.1 
7 5 2.8 
Employment 
Yes 70 39.5 
No 93 52.5 
Retired 12 6.8 
Income (approx. 1 U.S. dollar = 1200 Korean won) 
Less than $20,000 11 6.2 
$20,000-29,999 26 14.7 
$30,000-39,000 36 20.3 
$40,000-49,000 23 13.0 
$50,000-59,000 23 13.0 
$60,000-69,000 10 5.6 
$70,000 and over 41 23.2 
a Total percent may not be sum to 100 due to missing data. 
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ages of respondents ranged from 30 to 70, with a mean of 43 years old. Most 
respondents (78.0%) lived in Pusan. The majority of the respondents (87.0%) were 
married. In terms of educational level, nearly all respondents (99.4%) completed 
high school; 71.7% possessed college degrees; 18.1% had some graduate 
education. The family size of respondents ranged from 1 to 7, with a mean of 3.7. 
About 39.5% of the respondents had occupations; 52.5% had no occupations. 
Approximately 75.4% of the respondents reported a household income over $30,000, 
with 23.2% over $70,000. 
Travel Behavior 
The majority of the respondents (77.0%) traveled to the U.S. since 1999. 
About 36.8% of the respondents reported that they stayed between 7 and 14 days in 
the U.S. Another one-third stayed for two weeks up to one month. California was 
reported as the most popular place to travel. In particular, people tended to visit 
metropolitan cities, such as Los Angeles, Chicago, New York, and Washington D C. 
For 53.7% of the respondents, the most recent trip was a repeat trip to the U. S. 
Most people (84.2%) traveled with family members and friends. During the past two 
years, some respondents reported travel to close Asian countries, such as Japan 
(16.4%) and China (9.8%) in addition to their travel to the U.S. Respondents' travel 
behaviors are summarized in Table 4.2. 
Clothing Benefits 
Factor Analysis 
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Table 4.2. Travel behaviors (N-177) 
Variable Frequency Percent3 
Year traveled 
1997 21 12.4 
1998 18 10.6 
1999 40 23.5 
2000 66 38.8 
2001 25 14.7 
Name of State visited 
CA (Los Angeles) 92 42.3 
HI 12 5.6 
IL (Chicago) 10 4.7 
NY (New York City) 40 18.7 
VA (Washington D C.) 9 4.2 
Others 51 23.4 
Length of stay 
1-6 days 22 12.9 
7-14 days 63 36.8 
15-31 days 57 33.3 
More than 1 month 29 17.0 
First or repeat visit 
First visit 76 42.9 
Repeat visit 95 53.7 
Purpose of trip 
Pleasure 145 81.9 
Business 36 20.3 
Travel companions 
Family 109 61.6 
Friend 40 22.6 
People from a group tour 23 13 
Alone 22 12.4 
Countries visited between 1999 and 2001 
U.S. 124 33.4 
Japan 60 16.4 
China 36 9.8 
Hong Kong 19 5.2 
Thailand 19 5.2 
Australia 18 4.9 
Canada 17 4.6 
England 17 4.6 
Others 56 15.3 
a Total percent may not be sum to 100 due to missing data. 
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Five factors emerged from the 33 items used to measure clothing benefits. 
The factor names, items, and factor loadings are represented in Table 4.3. The first 
factor labeled "active social identity" consisted of nine items, including buying the 
latest fashionable designs, symbols of social role/ status, well-known brands, and 
styles worn or admired by others. People who scored high on this factor sought 
social approval from clothing. That is, clothing was a means of self-identification in 
social contexts. The second factor labeled "appearance" consisted of five items. 
For this factor people sought an attractive and unique look from clothing; the 
attractive appearance helped them feel good about themselves. The third factor 
labeled "functional concern" consisted of four items related to sewing, natural textile 
fibers, and comfort. This factor indicated that people sought practical benefits from 
clothing. The fourth factor labeled "price concern" consisted of three items, which 
measured how people considered price, brand, and quality. For people scoring high 
on this factor, low cost was a benefit sought in clothing purchase. The fifth factor 
labeled "care" consisted of two items stressing easy care of clothing. Cronbach's 
alpha coefficients for the five factors were .84, .78, .67, .56, and .49, respectively. 
The fact that the price concern factor and the care factor had relatively low alphas 
could be explained by the followings: (1 ) there was a measurement problem due to 
low internal consistency, or (2) they had only two items included. These five factors 
explained 50.75 percent of the total variance. 
Clothing Involvement 
Three factors emerged from the 18 items used to measure clothing 
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Table 4.3. Factors for clothing benefits 
Factor Items Factor Percent of Cronbach's 
Loadings variance alpha 
Active social identity 
I buy clothing that shows my social status. .77 15.08 .84 
I buy well-known designer brands. .70 
I buy clothing that is similar to what my friends are .66 
wearing. .64 
I buy clothing that identifies my role. .63 
I buy clothing that allows me to create a dramatic 
appearance. .61 
I buy new clothes for special occasions. .57 
I buy clothing styles which others will admire. .53 
I buy the latest fashionable colors. .51 
I buy the latest fashionable styles. 
Appearance 
I buy clothing colors and designs that fit in with the .70 12.62 .78 
other clothing I own. 
I buy clothing that allows me to create a .68 
sophisticated look. 
I buy clothing that helps me look attractive. .64 
I buy clothing that allows me to create a unique look. .60 
I have clothing that helps me feel good about myself. .53 
Functional concern 
I buy clothing that is sewn well. .73 8.89 .67 
I prefer natural fibers, such as cotton and wool. .71 
I buy comfortable clothing even if it is not the most .65 
fashionable. 
I buy comfortable clothing. .63 
Price concern 
I buy several less expensive garments rather than .70 7.68 .56 
one that is of better quality. 
I buy less known brandname clothing that may cost .65 
less money. 
I buy less expensive clothes that look expensive. .62 
Care 
Permanent press and easy-care finishes on clothing .75 6.48 .49 
are important when I buy clothing. 
I buy clothing that does not get dirty very quickly. .62 
Items excluded 
I buy clothing that hides my body. 
I buy well-known brandname clothing. 
I buy clothing that allows me to create a thin look. 
I buy good quality of clothing. 
I buy clothing on sale. 
Styles that look good on my body type are important 
when I buy clothing. 
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Table 4.3. (continued) 
I buy clothing with colors that do not run when washed. 
I buy clothes that everyone is wearing even though they may not look good on me. 
I buy clothing that looks good even if it is uncomfortable. 
I buy clothing that reflects who I am. 
involvement. The factor names, items, and factor loadings are shown in Table 4.4. 
The first factor labeled "fashion concern" consisted of seven items. This factor 
showed how involved people were with fashion trends and clothing itself. People 
scoring high on this factor devoted energy to clothing by watching, talking about, and 
shopping for clothes. The second factor labeled "self image" consisted of five items. 
It indicated that clothing was a means for expression of the self. The third factor 
labeled "apathy" consisted of three items, which showed that people were not 
interested in apparel shopping. People scoring high with this factor were low 
involved shoppers. Cronbach's alpha coefficients for the three factors were .89, .84, 
and .51, respectively. The fact that the alpha of the apathy factor was relatively low 
could be explained by the following: (1 ) low internal consistency, and (2) the small 
number of item. The three factors explained 51.98 percent of the total variance. 
Shopping Orientation 
Shopping orientation both at home (Korea) and during a trip (U.S.) was 
examined. Common themes were found in both shopping orientations: respondents 
liked shopping; had loyalty related to brands and stores; and sought high quality 
products. However, at home, they tended to be more careful when shopping. That is, 
they were well-organized shoppers to meet their household budgets and bought 
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Table 4.4. Factors for clothing involvement 
Factor Items Factor 
Loadings 
Percent 
of 
variance 
Cronbach's 
alpha 
Fashion concern 
I like to engage in conversation about clothing. .83 24.72 .89 
I like to watch how fashions change. .79 
I like to wear the latest fashion. .74 
I have a great interest in clothing. .73 
I like to shop for clothes. .70 
I buy more fashionable clothing than practical or .70 
comfortable ones. 
It's fun to try on different garments and accessories to see .70 
how they look together. 
Self image 
When I buy clothing, I consider if it fits my self image. .77 17.98 .84 
There are some clothes that I enjoy wearing because they .72 
express the way I feel about myself. 
The way I look in my clothes is very important to me. .70 
I consider that a well-coordinated dress is an important part .68 
of my life and activities. 
I am confident in my ability to shop for clothing. .65 
Apathy 
I tend to wear the same things over and over. .77 9.28 .51 
The process of buying clothes is a bother to me. .65 
I buy new fashions only after others have adopted them. .51 
Items excluded 
I keep my clothes clean and neat. 
People make judgments of others by how they are dressed. 
Careful shopping is a way to fulfill my responsibility as a homemaker. 
what they needed. During a trip, they tended to place emphasis on what they liked, 
value, price, and convenience. They were likely to do impulsive shopping, seek 
better quality with less money, and go shopping at convenient stores. 
Shopping Orientation at home in Korea. Five factors emerged from the 26 
items used to measure shopping orientation at home, Korea. The factor names, 
items, and factor loadings are shown in Table 4.5. The first factor labeled 
"recreational shopping" consisted of four items. Recreational shopper items 
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Table 4.5. Factors for shopping for clothing at home in Korea 
Factor Items Factor Percent Cronbach's 
Loadings of alpha 
variance 
Recreational shopping 
I enjoy browsing for clothing even if I cannot buy it 
yet. 
I enjoy shopping just for the fun of it. 
Shopping puts me in a good mood. 
It's fun to buy something new and exciting. 
Lovaltv-oriented shopping 
I buy favprite brands over and over. 
I stick with a product or brand I like once I find it. 
I go to the same stores each time I shop. 
Careful shopping 
I look carefully to find the best values for the money. 
I plan my shopping expenditures carefully. 
High aualitv-oriented shopping 
Highly advertised brands are usually very good. 
Specialty stores offer the best clothing. 
Brand-oriented shopping 
I do not pay much attention to brand names(R). 
I buy well-known brands. 
.78 
.78 
.73 
.73 
.82 
.76 
.75 
.75 
.71 
.75 
.67 
.81 
.54 
11.91 .78 
Items excluded 
I should plan my shopping more carefully than I do. 
I am impulsive when buying clothing. 
I buy clothing as much as possible at sale prices. 
It takes time to shop carefully for best buys. 
Outlets are good places for clothing shopping. 
When I find what I like, I buy it without hesitation. 
I buy the more expensive brands. 
I buy clothing at the most convenient store. 
Duty-free shops are good places for clothing shopping. 
Higher priced clothing is of better quality. 
I often make careless purchases I later wish I had not made. 
There are so many brands to choose from that often I feel confused. 
8.98 
8.39 
8.50 
7.59 
.74 
.54 
.61 
.47 
measured shopping just for the fun of it. The second factor labeled "loyalty-oriented 
shopping" consisted of three items related to store and brand loyalty. The third 
factor labeled "high quality-oriented shopping" consisted of three items. High quality-
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oriented items concerned what participants considered as best products, again 
related to stores and brands. The fourth factor labeled "careful shopping" consisted 
of three items. Respondents scoring high on careful shopping sought the best value 
when shopping in terms of price and quality. The final factor labeled "brand-oriented 
shopping" consisted of three items. Brand-oriented shoppers tended to buy a 
product due to brand name rather than for other aspects of the product. Cronbach's 
alpha coefficients for the five factors were .78, .72, .61, .59, and .49, respectively. 
The low alpha of the Brand-oriented items might be due to only two items. The five 
factors explained 45.4 percent of the total variance. 
Shopping Orientation during a trip to the U.S. Five factors emerged from 
the 26 used to measure shopping orientation during a trip to the U.S. The factor 
items and factor loadings are shown in Table 4.6. The first factor labeled 
"recreational shopping" consisted of two items. Like the factor of shopping 
orientation in Korea, the items measured shopping itself just for fun. The second 
factor labeled "careless shopping" consisted of three items. Careless shoppers 
tended to regret their impulse shopping after they came back home. The third factor 
labeled "loyalty-oriented shopping" consisted of three items. Loyalty-oriented 
shoppers included items measuring store or brand loyalty. The fourth factor, "value-
oriented (less money-high quality) shopping," consisted of three items. Value-
oriented shoppers sought the best value for the money. The fifth factor labeled 
"high quality-oriented shopping" consisted of four items. High quality-oriented 
shoppers were willing to pay for buying the best product. Cronbach's alpha 
coefficients for the five factors were .71, .61, .73, .58, and .65, respectively. The five 
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Table 4.6. Factors for shopping for clothing during a trip to the U.S. 
Factor 
Loadings 
Percent 
of 
variance 
Cronbach's 
alpha 
.70 
.64 
13.67 .71 
Factor Items 
Recreational shopping 
Shopping puts me in a good mood. 
I enjoy shopping just for the fun of it. 
Careless shopping 
I often make careless purchases I later wish I had 
not made. 
I am impulsive when buying clothing. 
I should plan my shopping more carefully than I do. 
Lovaltv-oriented shopping 
I buy favorite brands over and over. 
I go to the same stores each time I shop. 
I stick with a product or brand I like once I find it. 
Value-orientedfLess monev-Hioh Quality) shopping 
I look carefully to find the best values for the money. 
It takes time to shop carefully for best buys. 
Outlets are good places for clothing shopping. 
High gualitv-oriented shopping 
Specialty stores offer the best clothing. 
Nice department stores offer the best clothing. 
Highly advertised brands are usually very good. 
Higher priced clothing is of better quality. 
.74 
.70 
.59 
.79 
.77 
.65 
.69 
.68 
.66 
.74 
.72 
.60 
.50 
9.89 61 
9.26 
9.07 
7.65 
.73 
.58 
.65 
Items excluded 
I buy well-known brands. 
It's fun to buy something new and exciting. 
I enjoy browsing for clothing even if I cannot buy it yet. 
I buy clothing as much as possible at sale prices. 
When I find what I like, I buy it without hesitation. 
I do not pay much attention to brand names. 
I buy the more expensive brands. 
I buy clothing at the most convenient store. 
Duty-free shops are good places for clothing shopping. 
I plan my shopping expenditures carefully. 
There are so many brands to choose from that often I feel confused. 
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factors explained 52.0 percent of the total variance. 
Travel Motivations 
Four factors emerged from the 17 items used to measure travel motivations. 
The factor names, items, and factor loadings are shown in Table 4.7. The first factor 
labeled "exploration" consisted of six items. This factor included the desire to 
experience new things, people, and culture during travel. The second factor labeled 
"escape" consisted of four items. The escape factor included the motivations to get 
away from stress and to relax. The third factor labeled "luxury and shopping" 
consisted of two items. The luxury and shopping factor included the motivations for 
fun, such as shopping. The fourth factor labeled "family/friend relationship" 
consisted of three items. The family/friend relationship was the motivation to 
strengthen relationships with these key people during travel. Cronbach's alpha 
coefficients for the four factors were .85, .83, .66, and .59, respectively. The four 
factors explained 61.81 percent of the total variance. 
Travel Planning Styles 
Two factors emerged from the 9 items used to measure pre-trip planning 
styles. The factor names, items, and factor loadings are shown in Table 4.8. The 
first factor labeled "information source" consisted of four items. Information source 
was about how people got travel information before a trip. The second factor 
labeled "pre-trip shopping plan" consisted of four items. Cronbach's alpha 
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Table 4.7. Factors for travel motivations 
Factor Items Factor Percent Cronbach's 
Loadings of alpha 
variance 
Exploration 
To experience new things and different lifestyles. .85 21.56 .85 
Tp leam about the people, culture, and history of .82 
the place I visit. 
To visit some places where I have always wanted .75 
to visit. .73 
To see how other people live. .70 
To go to famous places in the world. .66 
To rediscover myself. 
Escape 
To relax. .84 18.16 .83 
To forget about everything else. .72 
To escape from the ordinary. .77 
To get away from pressure and stress. .79 
Luxury and shopping 
To go shopping. .81 11.47 .66 
To live in luxury while on a trip. .76 
Familv/friend relationship 
To help strengthen ties with family or friends. .78 10.62 .59 
To do something with the family. .75 
To visit friends or relatives. .64 
Items excluded 
To have fun. 
To rediscover myself. 
coefficients for the two factors were .83 and .84, respectively. The two factors 
explained 62.73 percent of the total variance. 
Tourism Activities 
Four factors emerged from the 21 items used to measure preferred activities 
during travel. The factor names, items, and factor loadings are shown in Table 4.9. 
The first factor labeled "ethnic/history" consisted of three items. People visited 
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Table 4.8. Factors for travel planning styles 
Factor Items Factor Percent Cronbach's 
Loadings of alpha 
variance 
Information source 
Before a trip, I ask family or friends to get travel 
information. 
I often get travel information from the media, 
such as newspapers and televisions. 
Before a trip, I read commercial guidebooks to get 
travel information. 
Before a trip, I ask travel agents to get travel 
information. 
.84 
.84 
.77 
.75 
31.98 .83 
Pre-trip shopping olan 
I think about what I want to buy before a trip even 
though I don't have a specific shopping list. 
Before a trip, I make a shopping list. 
Before a trip, I browse duty-free shops to get ideas 
what I want to buy during the trip. 
Before a trip, I think of gifts for family or friends. 
.88 
.85 
.77 
.76 
30.75 .84 
Items excluded 
Before a trip, I like to have all my travel arrangements made. 
historic sites, recreated villages showing a past way of life, and ethnic communities. 
The second factor labeled "art/nature" consisted of four items. They visited art 
museums, attended concert/theater, visited urban parks, and took nature walks. The 
third factor labeled "shopping" consisted of three items. They went shopping and 
bought souvenirs and gifts. The fourth factor labeled "recreation" consisted of four 
items. Participants participated in sports, went to theme parks, visited casinos, and 
had some fun with night entertainment. Cronbach's alpha coefficients for the four 
factors were .72, .71, .81, and .62, respectively. The four factors explained 52.9 
percent of the total variance. 
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Table 4.9. Factors for tourism activities 
Factor Items Factor Percent Cronbach's 
Loadings of alpha 
variance 
Ethnic/history 
Going to recreated villages depicting a past way of life. .86 15.66 .72 
Visiting historic homes, historic sites, history museums. .74 
Visiting ethnic communities. .57 
Arts/nature 
Attending concerts or theater. .81 14.19 .71 
Visiting art galleries, art museums, or art studios. .66 
Hiking, backpacking, or taking nature walks. .65 
Visiting gardens and urban parks. .54 
Shopping 
Buying gifts. .88 11.53 .81 
Shopping. .80 
Bringing home souvenirs from the trip. .75 
Recreation 
Participating in night entertainment such as dancing or .71 11.52 .62 
nightclubs. 
Visiting theme parks with rides and sports. .66 
Gambling or visiting casinos. .63 
Participating in sports. .57 
Items excluded 
Taking a complete package tour. 
Taking photographs. 
Going to different places on each new trip. 
Eating foods of the region. 
Walking around in a town or city. 
Visiting state or national parks. 
Observing architecture of public buildings such as churches or government buildings. 
Cultural Values 
Three factors emerged from the 33 items used to measure cultural values. A 
three-factor solution was the most satisfactory for cultural values even though it 
accounted for a low total variance (35.91%). The factor names, items, and factor 
loadings are shown in Table 4.10. The first factor labeled "relationship with others" 
consisted of eight items. This factor included items measuring behaviors for keeping 
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Table 4.10. Factors for cultural values 
Factor Items Factor Percent of Cronbach's 
Loadings variance alpha 
Relationship with others 
I respect people who are modest about themselves. 
People and warm relationships are important. 
It is important for me to maintain harmony within my 
group. 
The young should offer their seats in a bus to the old. 
I will sacrifice my self-interest for the benefit of the 
group I am in. 
It is important to me to respect decisions made by 
the group. 
I often have the feeling that my relationships with 
others are more important than my own 
accomplishments. 
I have respect for the authority figures with whom I 
interact. 
Face 
If my children fail to go to a university, I would lose 
face. 
If my husband is unemployed, this makes my family 
lose face. 
I buy brandnamed products to maintain my face. 
It is important for everybody's face to maintain 
harmony. 
Independent Self 
I enjey being unique and different from others. 
I prefer to be direct and forthright when dealing with 
people I've just met. 
Having a personal identity independent of others is 
very important to me. 
I am comfortable with being singled out for praise or 
rewards. 
Items excluded 
I feel fear of unfamiliar situations. 
I take/took into consideration my parents' advice when making education/career plans. 
The needy should be helped. 
I will stay in a group if they need me, even when I'm not happy with the group. 
What is different is dangerous. 
Boys and girls should study the same subjects at school. 
Having a lively imagination is important to me. 
My happiness depends on the happiness of those around me. 
Being able to take care of myself is a primary concern for me. 
I act the same way no matter who I am with. 
I value being in good health above everything. 
I feel sympathy for the weak. 
.76 
.73 
.71 
.63 
.62 
.59 
.55 
.54 
18.32 .81 
.67 
.66 
.59 
.53 
8.95 .62 
.64 
.59 
.57 
.52 
8.64 .55 
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Table 4.10. (continued) 
Items excluded 
If my brother or sister fails, I feel responsible. 
I'd rather say "No" directly, than risk being misunderstood. 
Tight rules are important for children on what is dirty and taboo. 
Teachers are supposed to have all the answers. 
Even when I strongly disagree with group members, I avoid an argument. 
harmony in a Korean context. The second factor labeled "face" consisted of four 
items that showed how people were concerned about face in their lives. For 
example, clothing was a means of self-expression because brand names 
represented social status. Furthermore, face played a significant role to keep 
harmony with others. The third and final factor labeled "independent self consisted 
of four items related to being unique, direct, and singled out for praise. The third 
factor was a quite different value from the traditional Korean cultural value related to 
women. This factor represented change in women's behaviors from passive to 
active selves. Cronbach's alpha coefficients for the three factors were .81, .62, 
and .55, respectively. 
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CHAPTER 5: APPAREL SHOPPING BEHAVIORS AMONG KOREAN FEMALE 
TOURIST GROUPS 
In this chapter, the research questions were tested to more clearly describe 
the apparel shopping behaviors among Korean female tourist groups. Cluster 
analysis, MANOVA, ANOVA, post hoc Scheffe multiple comparison, and Chi-square 
were used. Discussion of the findings from research question testing as related to 
the scholarly literature is offered at the end of the chapter. 
The first question addressed the formation of clusters of consumers with 
similar attitudes and behaviors. 
Qi: Will benefits sought related to clothing, clothing involvement, and 
shopping behavior for apparel when in Korea differ among Korean 
female tourists? 
Using the factors of benefits sought related to clothing, clothing involvement, and 
shopping behaviors at home in Korea, cluster analysis was conducted for forming 
heterogeneous groupings. As was mentioned in Chapter 3, the factor scores were 
standardized as recommended for conducting the k-means cluster analysis 
according to the SPSS guide (1998). 
The first research question was supported in that four meaningful consumer 
groups were identified. Table 5.1 provides the results of ANOVAs of clusters formed 
based on benefits sought related to clothing, clothing involvement, and shopping 
behaviors. Post hoc multiple comparisons using Scheffe were used to identify 
where differences among the four groups occurred. In addition, means plots were 
Table 5.1. Clusters based on benefits sought related to clothing, clothing involvement, and shopping 
orientation at home in Korea (n=177). 
Group #1 Group #2 Group #3 Group #4 11 11 Mean (n=26) Mean (n=25) F P 
Perfectionist 
Shoppers 
Low 
concerned 
Shoppers 
Economic 
Shoppers 
Utilitarian 
Shoppers 
Clothing Benefits: Active social identity .73= .00" .45* -1.01c 30.49 .000 
Clothing Benefits: Appearance .90" -.28" .00" -1,33c 71.56 .000 
Clothing Benefits: Functional concern .00" -.13" -.19" .40" 2.03 .112 
Clothing Benefits: Price concern .00" -.43" 1.00" -.16" 16.55 .000 
Clothing Benefits: Care .00"" -.38" .24"* .56" 6.77 .000 
Clothing Involvement: Fashion concern .86" -.21" .00* -1.40" 65.07 .000 
Clothing Involvement: Self-image .76" -.18" .37" -1.58" 77.42 .000 
Clothing Involvement: Apathy -.13"* .00*" -.62" .65= 8.25 .000 
Shopping Orientation: Recreational .77" -.25" .23" -1.33" 50.43 .000 
Shopping Orientation: Loyalty-oriented .40" .16" -1.16" .00" 19.94 .000 
Shopping Orientation: Best product -oriented .44" .12"" -1.03" -.36" 18.96 .000 
Shopping Orientation: Careful .61" .00" -.14* -1.05" 22.47 .000 
Shopping Orientation: Brand-oriented .58" .13" -1.05* -.46" 25.35 .000 
Note. Across a row, cluster means with the same letter indicate that they are not significantly different from 
each other, based on Scheffe multiple comparison analysis. 
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used to examine group differences (Appendix E). According to the group means of 
thirteen factors, four groups were identified and named: perfectionist shoppers (32%), 
low concerned shoppers (36%), economic shoppers (15%), and utilitarian shoppers 
(14%). 
Perfectionist shoppers were likely to seek the best clothing in terms of 
appearance, fashion trends, quality, and brands. That is, they used clothing as a 
means of self-identity as well as social identity. For example, they placed emphasis 
on appearance to create an attractive, sophisticated, and unique look; bought the 
latest fashionable styles; tended to buy well-known designer brands; bought clothing 
that showed their social status and identified their roles; wanted clothing styles that 
others admired; sought clothing that was similar to what their friends were wearing; 
bought fashionable more than practical or comfortable attire; and purchased new 
clothing for social occasions. 
In addition, perfectionist shoppers were careful and well-planned shoppers 
and were less concerned about price to get the better quality of clothing. They 
looked carefully to find the best values for the money; planned their shopping 
expenditures carefully; were reluctant to buy several less expensive garments rather 
than one that is of better quality; and were willing to buy known brandname clothing 
that cost more money. Overall, perfectionist shoppers enjoyed shopping as 
recreation when at home in Korea. 
Consumers of the second group, low concerned shoppers, didn't have distinct 
characteristics that clearly set them apart from the other groups. Rather their scores 
were between the first group (perfectionist shoppers) and the third group (economic 
so 
shoppers). They had low concern about apparel shopping; were unlikely to go 
shopping; showed limited concern about their appearance and fashion; adopted new 
fashions only after others had adopted them; tended to wear the same clothing over 
and over; and were not interested in care and functional attributes, such as 
permanent press, easy-care finishes on clothing, and sewing. 
Consumers of the third group, economic shoppers, were very price conscious. 
They tended to have relatively low clothing benefits sought and low shopping 
orientation because their main concern was price. Even though they liked shopping 
and wanted to use clothing to enhance their appearance, they had limited loyalty to 
specific brands, did not attend much to brand names, and did not evaluate highly 
advertised brands as the best. For example, they tended to buy less expensive 
clothes that looked expensive, purchased lesser known brands, and bought several 
less expensive garments rather than one that was of better quality. Overall, 
economic shoppers were the price-oriented consumer group and were willing to visit 
a variety of stores to find what they wanted. 
Consumers of the fourth group, utilitarian shoppers, were interested in 
practical aspects of clothing, such as care and functional attributes. They sought 
clothing that was sewn well, comfortable, and easy-care; preferred natural fibers, 
such as cotton and wool; and showed limited concern about aesthetic and social 
aspects of clothing. For example, they bought clothing that did not get dirty very 
quickly; sought easy care of clothing, such as permanent press and easy-care 
finishes on clothing; and stressed comfort rather than fashionability. Utilitarian 
shoppers showed low concern about fashion, appearance, and self-identify and did 
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not enjoy shopping for recreation. They pointed out that the process of buying 
clothes was bothersome and they tended to wear the same clothing over and over. 
Additionally they were not interested in buying the latest fashionable styles; were 
less likely to create an attractive, sophisticated, and unique look; and were 
uninterested in clothing shopping in general. Overall, utilitarian shoppers went 
shopping for clothing not because they enjoyed it but because they needed it. 
Once the clusters were formed, hypotheses were used to explore differences 
among the groups for demographics, travel, shopping orientation while traveling in 
the U.S., and cultural values. The second research question explored differences 
among the groups in age, education, income, occupation, marital status, and 
residence. 
Qz: Will groups of Korean female tourists formed based on clothing-related 
variables differ in their 
Q2-1: age, 
Q2-2: education, 
Q2-3: income, 
Q2.4: occupation, 
Q2-5: marital status, and 
Q2-6: residence? 
To test Q2-1, ANOVA was employed. The questions were rejected at the .05 level of 
significance (F=.80, p=.498), as there was no difference among groups in terms of 
age. 
To test questions Q2-2 to 02-6, Chi-square was employed, using a .05 level of 
82 
significance. The results of Chi-square showed that the questions were rejected 
(see Table 5.2). There were no differences among Korean female tourist groups in 
terms of education (x2=5.93,[df=6], p=.43), income (/2=2.26, [df=6], p=.85), 
occupation (x2=4.51, [df=3], p=.21), marital status (%2=1.27, [df=3], p=.74), and 
residence (%2=4.26, [df=3], p=.24). 
The third research question was used to explore group differences in travel 
variables. 
Qa: Will groups of Korean female tourists formed based on clothing-related 
variables differ in their 
Q3-1: travel motivations, 
Q3.2: pre-trip planning, and 
Q3-3: tourism activities? 
The third question was tested in two steps. First, MANOVA was conducted to 
examine if there was a significant group difference across multiple factors for each 
variable. Second, once the multivariate F was significant, ANOVA was performed to 
examine whether group differences on an individual factor existed. In addition, post 
hoc Scheffe tests were subsequently conducted when group differences were 
identified. 
Q3-1 was supported in that significantly different travel motivations were 
identified among the groups. Table 5.3 shows the results of the significant Wilks' 
Lambda from the MANOVA. The results of the ANOVA revealed that groups of 
Korean female tourists differed significantly in two of four areas of travel motivations: 
luxury and shopping and family/friend relationship. 
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Table 5.2. Chi-Square analysis of differences across groups 
Group Percents Y2 p 
*1 *2 *3 *4 
Education 
1-3 year technical, vocational, or college 
Bachelor's degree 
Graduate degree/graduate work 
32.0 
33.6 
31.3 
32.0 
36.3 
43.8 
12.0 
18.6 
6.3 
24.0 
11.5 
18.8 
5.93 .43 
Income 
(1 U.S. dollar = approx. 1200 Korean won) 
Less than $49,999 
$50,000-69,999 
$70,000 and over 
33.7 
32.3 
37.5 
32.6 
41.9 
35.0 
19.6 
9.7 
12.5 
14.1 
16.1 
15.0 
2.63 .85 
Occupation 
Yes 
No/retired 
29.0 
36.4 
34.8 
37.4 
14.5 
16.2 
21.7 
10.1 
4.51 .21 
Marital status 
Never married 
Married/divorced/separated/widowed 
33.3 
32.9 
27.8 
38.2 
16.7 
15.1 
22.2 
13.8 
1.27 .74 
Residence 
Seoul 
Pusan 
9.4 
23.4 
5.3 
31.8 
2.9 
12.4 
4.1 
10.6 
4.26 .24 
The Scheffe tests were subsequently performed to examine how groups of 
Korean female tourists differed for the two travel motivations (see Table 5.4). Group 
1 (perfectionist shoppers) considered entertainment in the form of shopping and 
living in luxury during a trip as an important travel motivation. In contrast, Group 3 
(economic shoppers) and Group 4 (utilitarian shoppers) were not motivated to shop 
or live in luxury when on a trip. Those in Groups 1 (perfectionist shoppers), 2 (low 
concerned shoppers), and 3 (economic shoppers) viewed increased interactions 
with family and friends as a motivating factor when traveling abroad. 
Q3.2 was supported in that significantly different pre-trip shopping plans were 
identified among groups. The result of the ANOVA showed that groups of Korean 
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Table 5.3. MANOVA & ANOVA: Travel motivations 
df SS MS F P 
Exploration 
Between 3 1.32 . 44 .44 .726 
Within 154 155.27 1.01 
Total 157 156.60 
Escape 
Between 3 2.82 .94 .92 .435 
Within 154 158.42 1.03 
Total 157 161.24 
Luxury and shopping 
Between 3 14.03 4.68 5.37" .002 
Within 154 134.21 .87 
Total 157 148.24 
Family/friend relationship 
Between 3 8.18 2.73 2.87* .038 
Within 154 146.29 .95 
Total 157 154.47 
Wilks' Lambda 2.45 .000 
*p<.05, "p<01, ***p<001 
Table 5.4. Means and Scheffe tests for luxury & shopping and family/friend 
relationship factors. 
Group #1 Group #2 Group #3 Group #4 
Perfectionist Low Economic Utilitarian 
shoppers concerned shoppers shoppers 
shoppers 
Luxury and shopping .26" -.16"° -.44° -.53° 
Family/friend relationship .00" .14" .18" -.55° 
Note. Across a row, cluster means with the same letter indicate that they are not significantly different 
from each other, based on Scheffe multiple comparison analysis. 
female tourists differed significantly in their pre-trip shopping plans but not in the 
information sources used (see Table 5.5). The Scheffe test was subsequently 
performed to examine how groups of Korean female tourists differed for their pre-trip 
shopping plans (see Table 5.6). 
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Table 5.5. ANOVA: Pre-trip planning styles 
df SS MS F P 
Information source 
Between 
Within 
Total 
3 5.86 
165 160.36 
168 166.17 
1.95 
.97 
2.01 .114 
Pre-trip shopping plan 
Between 
Within 
Total 
3 34.62 
165 132.38 
168 167.00 
11.54 
.80 
14.39™ 
.000 
Wilks' Lambda 2.45*" .000 
***p<001 
Table 5.6. Means and Scheffe test for pre-trip shopping plan 
Group #1 
Perfectionist 
shoppers 
Group #2 
Low 
concerned 
shoppers 
Group #3 
Economic 
shoppers 
Group #4 
Utilitarian 
shoppers 
Pre-trip shopping plan .42" -.11° -.32° -.96= 
Note. Across a row, cluster means with the same letter indicate that they are not significantly different 
from each other, based on Scheffe multiple comparison analysis. 
Group 1 (perfectionist shoppers) placed the most emphasis on planning for 
their shopping prior to a trip. Perfectionist shoppers tended to think about what to 
buy before a trip, liked browsing duty-free shops to get ideas about what to buy, and 
were likely to make shopping lists or think of gifts for family or friends. In contrast, 
Group 4 (utilitarian shoppers) placed the least emphasis on pre-trip shopping plans. 
Utilitarian shoppers were reluctant to make a shopping list; were unlikely to think 
about what they wanted to buy or browse duty-free shops before a trip; and tended 
not to think of gifts for family or friends. Group 2 (low concerned shoppers) and 3 
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(economic shoppers) were in-between Group 1 (perfectionist shoppers) and Group 4 
(utilitarian shoppers). 
Q3-3 was supported in that significantly different tourism activities were 
identified among groups. The Wilks' Lambda of the MANOVA showed that there 
were significant differences among groups in terms of tourism activities (see Table 
5.7). The result of the ANOVA revealed that groups of Korean female tourists 
differed significantly in two of four areas of tourism activities: shopping and 
recreation. 
The Scheffe tests were subsequently performed to examine how groups of 
Korean female tourists differed for their tourism activities (see Table 5.8). In terms 
of shopping, Group 1 (perfectionist shoppers) was the most interested in shopping. 
For example, they tended to buy gifts/souvenirs and go shopping during a trip. 
However, Group 4 (utilitarian shoppers) placed significantly less emphasis on 
shopping during a trip. But, there were not significant differences between Group 1 
(perfectionist shoppers), 2 (low concerned shoppers), and 3 (economic shoppers) as 
compared to the other groups. Unlike the result of ANOVA, the result of the Scheffe 
test showed that there was no group difference in terms of recreation tourism. 
The fourth research question was used to explore differences in group 
shopping orientation during a trip to the U.S. 
Q4: Will groups of Korean female tourists formed based on clothing-related 
variables differ in their shopping orientation during a trip to the U.S.? 
The Wilks' Lambda of the MANOVA showed that there were significant differences 
among groups in terms of shopping orientation during a trip to the U.S. (see Table 
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Table 5.7. MANOVA & ANOVA: Tourism activities 
df SS MS F P 
Ethnic/history 
Between 
Within 
Total 
3 
155 
158 
2.93 
168.16 
171.09 
.98 
1.09 
.90 .442 
Art/nature 
Between 
Within 
Total 
3 
155 
158 
7.33 
167.06 
174.39 
2.44 
1.08 
2.27 .083 
Shopping 
Between 
Within 
Total 
3 
155 
158 
20.52 
141.52 
162.04 
6.84 
.91 
7.49""" .000 
Recreation 
Between 
Within 
Total 
3 
155 
158 
11.08 
147.21 
158.29 
3.69 
.95 
3.89" .010 
Wilks' Lambda 2.45 .000 
"p<.01, *"p<001 
Table 5.8. Means and Scheffe tests for shopping and recreation 
Group #1 Group #2 Group #3 Group #4 
Perfectionist Low concerned Economic Utilitarian 
shoppers shoppers shoppers shoppers 
Shopping .30" -10= -.11= -.82° 
Recreation .38 a -.19 = -.20 = .00 = 
Note. Across a row, cluster means with the same letter indicate that they are not significantly different 
from each other, based on Scheffe multiple comparison analysis. 
5.9). The ensuing ANOVAs revealed that groups of Korean female tourists differed 
significantly in four of five areas of shopping orientation during a trip: recreational 
shopping, loyalty-oriented shopping, value-oriented shopping, and high quality-
oriented shopping. 
The Scheffe tests were subsequently performed to examine how groups of 
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Table 5.9. MANOVA & ANOVA: Shopping orientations during a trip to the U.S. 
df SS MS F £ 
Recreational shopping 
Between 
Within 
Total 
3 
144 
147 
40.58 
107.36 
147.94 
13.53 
.75 
18.14"* .000 
Careless shopping 
Between 
Within 
Total 
3 
144 
147 
.70 
146.33 
147.03 
.23 
1.02 
.23 .875 
Loyalty-oriented shopping 
Between 
Within 
Total 
3 
144 
147 
21.72 
127.28 
149.00 
7.24 
.88 
8.19™ 
.000 
Value-oriented shopping 
Between 
Within 
Total 
3 
144 
147 
20.00 
128.31 
148.31 
6.67 
.89 
7.48"* .000 
High quality-oriented shopping 
Between 
Within 
Total 
3 
144 
147 
25.36 
120.97 
146.33 
8.45 
.84 
10.06™ 000 
Wilks' Lambda 2.45 .000 
e
"p<001 
Table 5.10. Means and Scheffe test for recreational shopping, loyalty-oriented 
shopping, value-oriented shopping, and high quality-oriented shopping 
Group #1 
Perfectionist 
Shoppers 
Group #2 
Low 
Concerned 
Shoppers 
Group #3 
Economic 
Shoppers 
Group #4 
Utilitarian 
Shoppers 
Recreational shopping .54* -.11" .00*° -1.19= 
Loyalty-oriented shopping .11* 23* -.88" .10* 
Value-oriented shopping .27*" -.36* .53" -.36* 
High quality-oriented shopper .30* .17*" -.81c -.48"= 
Note. Across a row, cluster means with the same letter indicate that they are not significantly different 
from each other, based on Scheffe multiple comparison analysis. 
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Korean female tourists differed for their shopping orientation during a trip to the U.S. 
(see Table 5.10). The results showed consistency in that the four tourist groups 
exhibited common shopping orientations during a trip with their shopping 
orientations at home. Group 1 (perfectionist shoppers) was active shoppers during a 
trip as they were at home. Perfectionist shoppers enjoyed shopping, had high 
loyalty and brand orientation, and sought high quality products. For example, they 
bought favorite brands over and over, stuck with a product or brand they liked once 
they found it; tended to shop carefully for best buys; liked shopping at the nice 
department or specialty stores which they believed offered the best clothing; 
preferred highly advertised brands; and believed that higher priced clothing was of 
better quality. 
Consistent with their shopping orientation when at home in Korea, Group 2 
(low concerned shoppers) exhibited limited involvement in shopping while traveling 
as well. Low concerned shoppers showed limited concern with finding the best 
values for the money. Unlike other groups, those in group 2 did not evaluate outlet 
stores as good places to shop. 
Group 3 (economic shoppers) exhibited their primary concern, price, in their 
shopping orientation during a trip to the U.S. Economic shoppers sought high 
quality products for which they paid less money. For example, they looked carefully 
to find the best values for the money; evaluated that outlets were good places for 
clothing shopping, while department/specialty stores were not; did not believe that 
higher priced clothing was of better quality; and did not stick to buying the same 
brands or highly advertised brands. 
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Group 4 (utilitarian shoppers) showed passive shopping orientation during a 
trip to the U.S. They pointed out that they did not enjoy shopping itself; felt that 
shopping did not put them in a good mood; did not take too much time to shop 
carefully for best buys; and should have planned their shopping more carefully than 
they did during a trip. Those in Group 4 seemed to almost find shopping to be 
distasteful. 
The fifth hypothesis was used to explore differences in cultural values. 
Q5: Will groups of Korean female tourists formed based on clothing-related 
variables differ in their cultural values? 
The Wilks' Lambda of the MANOVA revealed that there were significant differences 
among groups in terms of cultural values (see Table 5.11). The results of the 
ANOVA presented that groups of Korean female tourists differed significantly in two 
of three areas of cultural values: face and independent self. 
The Scheffe tests were subsequently performed to examine how groups of 
Korean female tourists differed for their cultural values (see Table 5.12). Group 1 
(perfectionist shoppers) placed the most emphasis on face and independent self. 
Perfectionist shoppers tended to connect their reputation with family members' 
social positions or brandnames, while they also tried to create a unique self-identity. 
These consumers attempted to pursue both traditional- (face) and contemporary 
(uniqueness) cultural values. For example, the tourists believed they would lose 
status if their children failed to go to a university; bought brandbamed products to 
maintain their face; and tended to enjoy being unique, forthright, singled out, and 
different from others. In terms of face, Group 2 (low concerned shoppers) and 
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Table 5.11. MANOVA & ANOVA: Cultural values 
df SS MS F £ 
Relationship with others 
Between 
Within 
Total 
3 1.98 
159 160.41 
162 162.39 
.66 
1.01 
.65 .582 
Face 
Between 
Within 
Total 
3 10.71 
159 146.51 
162 157.22 
3.57 
.921 
3.87" .010 
Independent self 
Between 
Within 
Total 
3 31.34 
159 133.68 
162 165.02 
10.44 
.84 
12.42"* .000 
Wilks' Lambda 2.45*" .000 
"p<.01, *"p<001 
Table 5.12. Means and Scheffe test for face and independent self 
Group#1 
Perfectionist 
shoppers 
Group #2 
Low 
concerned 
shoppers 
Group #3 
Economic 
shoppers 
Group #4 
Utilitarian 
shoppers 
Face .34" -.11"" -.23"° -.32° 
Independent self .50* -.37° .33* -.55° 
Note. Across a row, cluster means with the same letter indicate that they are not significantly different 
from each other, based on Scheffe multiple comparison analysis. 
Group 3 (economic shoppers) were in-between Group 1 (perfectionist shoppers) and 
Group 4 (utilitarian shoppers) and not significantly different from either group. In 
terms of Independent self, low concerned shoppers did not want to be unique and 
independent from others, while economic shoppers enjoyed an independent identity 
similar to perfectionist shoppers. Group 4 (utilitarian shoppers) placed less 
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emphasis on face and independent self and were significantly different from Group 1 
(perfectionist shoppers) and Group 3 (economic shoppers). Utilitarian shoppers did 
not associate their face with their family members' status and were reluctant to be 
unique and different from others. For example, they were not ashamed of their 
family members' failures, such as unemployment; and were uncomfortable with 
being singled out for praise or rewards. 
To briefly summarize, four groups of consumers were formed based on 
differences in benefits sought related to clothing, their clothing involvement, and their 
shopping orientation at home in Korea. When the groups were compared for their 
travel-related behaviors, they also differed in their travel motivations, pre-trip 
shopping plan, their tourism activities, and cultural values. 
Overall, perfectionist shoppers were a recreational, active, and well-planned 
consumer group. Low concerned shoppers had very few distinct characteristics in 
apparel shopping. Economic shoppers focused primarily on price. Utilitarian 
shoppers were an apathetic consumer group only placing primary emphasis on 
functional attributes of clothing. To summarize, perfectionist shoppers and 
economic shoppers were highly involved apparel shoppers: 
e They enjoyed shopping. 
• They were interested in clothing related activities, such as shopping. 
• The major difference between perfectionist shoppers and economic 
shoppers was an attitude about money. Perfectionist shoppers didn't 
hesitate to purchase what they wanted regardless of price, while 
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economic shoppers' shopping behavior was limited by price as a 
primary concern. 
In contrast, low concerned shoppers and utilitarian shoppers were less involved 
apparel shoppers: 
• They showed low concern about apparel shopping. 
• They were somewhat apathetic shoppers. 
Comparison with Scholarly Literature 
This study contributed to ongoing research related to shopping behaviors and 
tourist market segmentation. The findings from this study supported previous 
studies in many ways. 
Clothing benefits sought by Korean female tourists supported the previous 
studies in that four clothing benefit factors were consistent: a means of social identity 
(Cassill & Drake, 1987; Thomas, Cassill, & Forsythe, 1991; Shim & Bickle, 1994), a 
tool to enhance appearance (Jenkins, 1973; Morganosky, 1987; Littrell, Ogle, & Kim, 
1999), economic benefits (Jenkins, 1973; Cassill & Drake, 1987), and functional 
aspects (Choi & Koh, 1995; Jenkins, 1973; Morganocky, 1987; Shim & Bickle, 1994). 
Clothing benefits sought by female consumers seemed to be universal regardless of 
the characteristics and nationality of the samples. 
This study identified three dimensions of clothing involvement among Korean 
female tourists: fashion concern, self image, and apathy. This result was slightly 
different from the previously identified common themes (symbolism and conformity). 
However, the factor of fashion concern was consistent with Korean scholars' 
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research (Lee, Rhee, & Jasper, 1998; Rhee, 1991). This demonstrated that Korean 
female consumers were very interested in fashion. In addition, Korean tourists were 
actively involved with clothing as a means of self-expression. The first two 
dimensions of clothing involvement showed active and positive attitudes towards 
clothing. In contrast, the third dimension, apathy, was a negative clothing 
involvement. Some tourists were uninterested in clothing and reluctant to become 
involved in apparel shopping. Therefore, Korean tourists could be described as 
having two divergent levels of clothing involvement: high and low clothing 
involvement. 
The dimensions of shopping orientations from this study supported the 
previous research in that recreational and brand shopping orientations were 
common (Chang & Park, 1996; Haftstrom, Chae, & Chung, 1992; Kim & Rhee, 1994; 
Park, 1997; Shim & Kotsiopulos, 1993; Shin, 1998; Sproles & Kendall, 1986; Suh, 
1994). Also, careful shopping orientation was consistent with the previous Korean 
research (Chang & Park, 1996; Kim & Rhee, 1994). Korean female consumers 
attempted to spend their shopping resources carefully for a successfully managed 
family budget. 
In contrast, three different shopping orientations identified in previous 
research were found: highly quality-oriented, value-oriented, and careless (during a 
trip) shopping. Korean consumers were highly quality-oriented. Korean females 
believed that more money could be saved in the long term by purchasing high 
quality products, so they were willing to pay more money for the best products. 
Another distinct shopping orientation for Korean consumers was value-oriented. 
This shopping orientation could be understood in terms of quality- and careful-
oriented shopping. Koreans sought the best value for the money. They believed 
that wise females bought high quality products for which they paid less money. 
Therefore, Koreans shopped carefully by comparing brands or stores. Of particular 
interest in this study was that, compared to previous shopping orientations, 
perfectionist shoppers from this study had what appeared to be a more complex 
shopping orientation. They sought quality, style, brandnames, and careful shopping 
expenditures. In contrast to shopping orientation at home, a factor emerged to show 
that tourists spent more carelessly when traveling. This result might be caused by 
relaxation from a tight family budget at home and extra money for travel as 
mentioned by interviewees. 
Contradictory results to research literature were also identified in that 
shopping orientations among Korean female tourists during a trip were consistent 
with their shopping orientation when at home in Korea (Littrell, 1990). These results 
did not support the previously untested claim that tourists shopped differently at 
home than when they traveled. This difference could be understood in that Korean 
consumers had loyalty related to brands or stores and focused on quality, which did 
not differ between Korea and the U.S. 
Another different result from the previous research was found in demographic 
influence on shopping behavior (Shim & Bickle, 1994; Thomas, Casill, & Forsythe, 
1991 ). Shim and Bickle (1994) pointed out that those who sought practical clothing 
benefits tended to be older and had less professional occupations and middle-class 
incomes, while those who sought symbolic clothing benefits were younger, 
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professional, and had high incomes. Thomas, Cassill, and Forsythe (1991) reported 
that more educated women placed emphasis on clothing as a means of symbolic 
interaction. In contrast, groups of Korean female tourists formed based on clothing-
related variables had no differences in terms of age, education, income, occupation, 
marital status, and residence. 
In the context of travel behavior, four dimensions of travel motivations 
(exploration, escape, luxury/shopping, and family/friend relationship) were identified 
in the present study. Exploration, escape from the ordinary life, and relationship with 
family or friends paralleled the previous findings (Cha, McCleary, & Uysal, 1995; 
Fisher & Price, 1991 ; Jamrozy & Uysal, 1994; Kim, 1997). Luxury and shopping 
were unique travel motivations for Korean female tourists. This finding indicated that 
Korean women who scored high on these factors really enjoyed shopping as a 
recreational activity and expected a luxury overseas travel experience. 
Tourism activities also supported the previous research in that four tourism 
activities (ethnic/history, art/nature, shopping, recreation) supported the common 
themes (ethnic/history/art, recreation, outdoor/urban entertainment) identified by 
many researchers (Anderson, 1993; Kim, 1997; Littrell et al., 1994; Pizam & Jeong, 
1996; Yu, 2000). In addition, shopping dimension was consistent with other 
research about Korean tourists' travel behavior (Pizam & Jeong, 1996). As identified 
in their shopping orientations and travel motivations, it was not surprising that 
Korean tourists enjoyed shopping during a trip. Shopping was a popular tourism 
activity among Korean tourists. 
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In terms of travel planning, two dimensions (information source and pre-trip 
shopping plan) were identified. Seeking information from multiple sources was 
similar to the previous findings (Noran, 1974). However, following a pre-trip 
shopping plan was a distinct travel planning style among Korean female tourists. 
Particularly, shopping at duty-free stores before a trip was a unique shopping pattern 
among Korean tourists. 
In terms of cultural values, three factors of cultural values- relationships with 
others, face, and independent self-were identified, which were slightly different 
from the previous research. Compared to the previous research, Hofstede (1991) 
classified Korea as a strong collective, feminine, and uncertainty avoidance-oriented 
society. However, this research did not reveal factors focused on feminine and 
uncertainty avoidance. Of particular interest, face and independent self helped 
explain differences among the four different consumer groups. The findings 
provided insight into Korean female consumer behavior. For example, perfectionist 
shoppers had two contrasting cultural values - face and uniqueness. As shown in 
their shopping behavior, perfectionist shoppers sought the best products to fit their 
social position because brands represented their face. Schûtte and Ciarlante (1998) 
pointed out that Asian consumers placed great emphasis on appropriateness in 
terms of price, brand, packing when shopping, which should match with a person's 
reputation. As McCracken (1986) noted in Chapter 2, people's beliefs (face) were 
transferred to a product and then a product was an expression of the self. In 
contrast to face, unique and independent self can be understood in the current 
socioeconomic context of Korea. The ideal female image has changed due to 
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dramatic economic growth during the last decades in Korea. Dependent and 
obedient women were a typical female image according to traditional cultural values, 
while independence and individuality is a desirable female image nowadays. This 
result implicated that Korean women did not give up one value for the other but 
appear to be attempting to merge both old and new cultural values. 
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CHAPTER 6: SUMMARY AND CONCLUSIONS 
The final chapter consists of five sections: summary of research, profiles of 
apparel shopping behaviors among Korean female tourists, applications, limitations, 
and recommendations for future research. 
Summary of Research 
The purpose of this study was to develop profiles of apparel shopping 
behaviors among Korean female tourists. The three sections of literature reviewed -
that is clothing, tourism, and cultural values research - provided conceptual insight 
into Korean female tourists' shopping behaviors. Based on the literature reviewed, 
five research questions were generated: 
Qv Will benefits sought related to clothing, clothing involvement, and 
shopping behavior for apparel when in Korea differ among Korean 
female tourists? 
Qa: Will groups of Korean female tourists formed based on clothing-related 
variables differ in their 
Q2-1: age, 
Q2-2: education, 
Q2-3: income, 
Q2-4: occupation, 
Q2-5: marital status, and 
Q2-6: residence? 
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Q3: Will groups of Korean female tourists formed based on clothing-related 
variables differ in their 
Q3.1: travel motivations, 
Q3-2: pre-trip planning, and 
Q3.3: tourism activities? 
Q4: Will groups of Korean female tourists formed based on clothing-related 
variables differ in their shopping orientation during a trip to the U.S.? 
Qs: Will groups of Korean female tourists formed based on clothing-related 
variables differ in their cultural values? 
In terms of research design, both qualitative and quantitative research 
methods were used for this study. Preliminary interviews took place with ten Korean 
women aged 30s to 60s in 2000 at Pusan in Korea, and were used to help in 
developing a valid questionnaire. From the preliminary interviews, the following 
themes were identified: 
* Korean female tourists preferred to travel to well-known popular places as 
destinations. 
e They got travel information from both personal and non-personal sources. 
e Duty-free shopping before a trip was a distinctive shopping pattern of 
Korean female tourists. 
• Gifts for family and friends played an important role in shopping. 
e Uncertainty avoidance was expressed in many ways, such as gathering 
more pre-trip information, bringing extra money, and buying familiar 
brands when shopping. 
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• Tourists were directly and indirectly influenced by others while shopping. 
• Korean women were very price conscious as well as fashion conscious 
when shopping. 
A self-administered questionnaire was developed based on the results of the 
interviews and previous existing instruments. The questionnaires included the 
following variables: clothing benefits, clothing involvement, shopping orientation, 
travel motivation, tourism styles, travel planning styles, and cultural values. The 
items were rated on a 7-point Likert scale from 1 (strongly disagree) to 7 (strongly 
agree). The instrument was completed by a convenience sample of Korean women 
between their 30s and 70s who resided in Seoul and Pusan in Korea and traveled to 
the U.S. at least one time between 1997 and 2001. The questionnaires were 
distributed and collected either personally or by mail from June 1 to July 20, 2001. 
Out of 547 questionnaires distributed, the final 177 questionnaires (32.4%) were 
used for this study. Several statistical methods were employed to test the 
hypotheses: factor analysis, cluster analysis, MANOVA, ANOVA, post hoc Scheffe 
multiple comparison, and Chi-square. 
Exploratory factor analysis resulted in a series of factors that are summarized 
in Table 6.1. As a result of cluster analysis, Qi was supported in that four meaningful 
consumer groups were identified: perfectionist shoppers, low concerned shoppers, 
economic shoppers, and utilitarian shoppers. Q2-i - Q2-6. were rejected as there was 
no difference among groups in terms of age, nor were there differences among 
Korean female tourist groups in terms of education, income, occupation, marital 
status, and residence. 
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Table 6.1. Results of factor analysis 
Items Factors 
Clothing Benefits » Active social identity 
• Appearance 
• Functional concern 
• Price concern 
• Care. 
Clothing Involvement • Fashion concern 
• Self image 
• Apathy 
Shopping Orientation • Recreational shopping 
at home in Korea • Loyalty-oriented shopping 
• High quality-oriented shopping 
• Careful shopping 
• Brand-oriented shopping 
Shopping Orientation • Recreational shopping 
during a trip to the U.S. • Careless shopping 
• Loyalty-oriented shopping 
• Value-oriented shopping 
• High quality-oriented shopping 
Travel Motivations • Exploration 
• Escape 
• Luxury and shopping 
• Family/friend relationship 
Travel Planning Styles • Information source 
* Pre-trip shopping plan 
Tourism Activities • Ethnic/history 
* Art/nature 
• Shopping 
• Recreation 
Cultural Values • Relationship with others 
• Face 
• Independent self 
Q3-1 was supported in that groups of Korean female tourists differed 
significantly in two of four areas of travel motivations: luxury/shopping and 
relationship with family/friend. Q3-2 was partially supported in that groups of Korean 
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female tourists differed significantly in their pre-trip shopping plans but not in the 
information sources used. Q3-3 was supported in that groups of Korean female 
tourists differed significantly in two of four areas of tourism activities: shopping and 
recreation. Q4 was accepted in that groups of Korean female tourists differed 
significantly in four of five areas of shopping orientation during a trip to the U S: 
recreational shopping, loyalty-oriented shopping, value-oriented shopping, and high 
quality-oriented shopping. Finally, Q5 was supported in that groups of Korean 
female tourists differed significantly in two of three areas of cultural values: face and 
independent self. 
When comparing the themes from the preliminary interviews to the survey 
data, there were several common characteristics. First, in both the qualitative and 
quantitative studies, Korean female tourists liked visiting well-known places as 
destinations. Second, family ties played an important role in travel motivations and 
shopping. Korean tourists intended to strengthen their relationship with family 
members and friends. Gift giving for family members or friends is a driving force for 
purchasing decision-making. Fourth, Korean female consumers enjoyed shopping 
itself, as shown in their pre-trip shopping plan, shopping orientation at home, and 
tourism activity during a trip. Finally, duty-free shopping was another feature of 
Korean female tourists' shopping orientation. Female consumers were satisfied with 
the fact that they bought high-quality products that they paid less money for at the 
duty-free stores. 
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Profiles of Apparel Shopping Behaviors Among Korean Female Tourists 
The goal of this research was to identify homogenous clusters of Korean 
female tourists based on their clothing benefits sought, clothing involvement, and 
shopping orientation in Korea and to then examine these groups as tourist shoppers 
in the U.S. Four different consumer groups emerged. Profiles of Korean female 
tourists as apparel shoppers are summarized in Table 6.2. 
The first consumer group, perfectionist shoppers, was highly involved apparel 
shoppers. Perfectionist shoppers were very active in their travel- and apparel 
shopping behavior. They used clothing as a symbol of self-identity, were tuned to 
up-dated fashion trends, enjoyed shopping, and created a sophisticated look. 
Perfectionist consumers enhanced their image using clothing, wanted the best 
products, and had loyalty related to brands or stores. In terms of travel behavior, 
strengthening family (or friend) bonds, pursuit of shopping, and traveling in luxury 
served as motivations during travel. Perfectionist shoppers were careful shopping 
planners prior to a trip and were interested in shopping during a trip. Therefore, 
perfectionist shoppers seemed to seek the best in apparel shopping and in travel. In 
terms of cultural values, perfectionist shoppers were concerned about face and also 
establishing an independent self. Overall, perfectionist shoppers were consistent in 
their shopping interests and practices at home and when traveling. Their clothing-
related attitudes supported the pursuit of achieving a unique self; however, they also 
wanted the best product that reflected their social level, due to emphasis on face. 
The second consumer group was low concerned shoppers. Low concerned 
shoppers had middle range (strongly disagree to strongly agree) clothing-related 
Table 6.2. Profiles of Korean female tourists as apparel shoppers (n=177). 
Group #1 Group #2 Group #3 Group #4 
32% 
(n=56) 
36% 
(n=63) 
15% 
(n=26) 
14% 
(n=25) 
Perfectionist 
Shoppers 
Low concerned 
Shoppers 
Economic Shoppers Utilitarian Shoppers 
Clothing Benefits • Used clothing as a 
means of self-
identity as well as 
social Identity. 
• Placed the most 
emphasis on 
appearance to 
create an attractive, 
sophisticated, and 
unique look. 
• Exhibited limited 
concern about 
their appearance. 
• Placed the least 
concern of care 
attributes. 
» Placed the most 
emphasis on price. 
• Placed the least 
emphasis on 
clothing as a 
means of social 
Identity. 
e Had the least 
appearance 
concern. 
• Considered care as 
the most important 
attribute from 
clothing. 
Clothing Involvement • The highest 
Involved apparel 
shopper 
• Placed the most 
emphasis on 
fashion. 
• A low involved 
apparel shopper 
• Had low concern 
of fashion and self-
image 
• A highly involved 
apparel shopper 
e Sought self image 
from clothing 
• An apathetic 
apparel shopper 
Shopping Orientation 
at home in Korea 
Placed the most 
emphasis on 
brand, best 
product, and 
loyalty. 
Shopped in careful 
and well-planned 
ways. 
Did not have 
distinct 
characteristics. 
Placed the least 
emphasis on 
brand, best 
product, and 
loyalty. 
Did not enjoy 
shopping. 
Shopped 
carelessly. 
Had low concern 
about brands. 
Table 6,2. (Continued) 
Group #1 
Perfectionist 
Shoppers 
Group #2 
Low concerned 
Shoppers 
Group #3 
Economic Shoppers 
Group #4 
Utilitarian Shoppers 
Shopping Orientation 
during a trip to the U.S. 
• 
• 
Enjoyed shopping. 
Were brand-, 
loyalty-, and high 
quality-oriented. 
• 
• 
Exhibited limited 
involvement in 
shopping. 
Were low value-
oriented. 
• 
• 
• 
Revealed their 
major concern, 
price. 
Were the least 
loyalty-oriented. 
Were a highly 
value-oriented. 
# Were reluctant to 
go shopping. 
Travel Motivation # 
# 
Motivated by the 
relationship with 
family and friends. 
Motivated by 
entertainment in the 
form of shopping 
and traveling in 
luxury. 
• Motivated by the 
relationship with 
family and friends 
• 
• 
Put the most 
emphasis on the 
relationships with 
family and friends 
Revealed low 
motivation about 
shopping and 
traveling in luxury. 
# 
e 
Put the least 
emphasis on the 
relationship with 
family and friends. 
Revealed the least 
motivation about 
shopping and 
traveling in luxury. 
Pre-trip Planning • Placed the most 
emphasis on 
planning for their 
shopping prior to a 
trip. 
# Showed moderate 
pre-trip shopping 
plans. 
• Showed moderate 
pre-trip shopping 
plans. 
# Placed the least 
emphasis on pre-
trip shopping plans. 
Tourism Activities • Showed the most 
interests in 
shopping. 
e Showed moderate 
interests in 
shopping. 
• Showed moderate 
interests in 
shopping. 
# Showed the least 
interests in 
shopping. 
Cultural Values • Put the most 
emphasis on face 
and independent 
self. 
e Were reluctant to 
be unique and 
independent from 
others. 
• Enjoyed an 
independent 
identity. 
# Put the least 
emphasis on face 
and independent 
self. 
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attitudes. For example, they were followers who adopted new fashions after others 
had adopted them, wore the same garments repeatedly, and were uninterested in 
improving their self image using clothing. In terms of travel behavior, low concerned 
consumers traveled to strengthen their ties with family and friends, revealed middle 
range pre-trip shopping plans, and exhibited some interest in shopping during a trip. 
In the context of cultural values, they were not interested in being unique and 
independent from others. Their cultural values seemed closely associated with their 
clothing related behaviors. 
The third consumer group was economic shoppers. The primary concern of 
economic shoppers was money. Consumers in this group were interested in 
enhancing their self image through clothing and were oriented toward finding high 
quality products. To achieve this goal, economic shoppers exhibited low loyalty to 
brands since their main concern was price. Travel motivation of economic shoppers 
was focused on establishing bonds with family and friends. Their focus on economy 
would seem to preclude traveling in luxury. They had middle range pre-trip shopping 
plans and shopping interests during a trip. This female group considered an 
independent self identity as an important cultural value. Economic shoppers 
seemed to control their interests for apparel shopping by focusing on price and value, 
which might be related to their independent characteristics. Overall, economic 
shoppers were well-organized budget planners. 
The final consumers were utilitarian shoppers. These consumers sought 
functional attributes from clothing, such as easy care and durability, and were low 
involved apparel shoppers. Utilitarian shoppers had limited concern about 
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appearance, clothing as symbol, and brands. Compared to other consumer groups, 
utilitarian shoppers put the least emphasis on establishing relationships with family 
and friends during travel, made limited pre-trip shopping plans, and did not focus on 
shopping during travel. In addition, utilitarian shoppers had what appeared to be two 
contradictory cultural values. They did not care about others' opinions to maintain 
their face, but they were not independent from others. Utilitarian shoppers were 
generally apathetic apparel shoppers. 
Applications 
The findings from this study provided valuable insights for tourism retailers in 
the U.S. intending to attract and retain Korean tourist consumers. First, as shown in 
this study, it was hard to define Korean female consumers as a single set of 
travelers. Four female tourist groups had different product preferences, consumer 
tastes, travel motivations, tourism activities, pre-trip plans, and cultural values. The 
profiles of Korean female tourists offered tourist retailers potential information for 
targeting specific consumers. For example, Korean travelers seemed to exhibit 
three foci to their apparel shopping: high engagement, economy, and functionality. 
Training sales associates to assess the orientation held by a traveler should assist 
the sales associates in selecting strategies and languages for achieving sales. 
Likewise, these three themes could be emphasized in promotional materials to 
Korean tourists. 
Second, the findings indicated that shopping orientations at home were 
similar to ones followed during a trip. If marketers understood target consumers' 
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home shopping orientations, they could predict their consumers' shopping behavior 
during a trip. Tourism retailers who want to attract Korean tourists, particularly in 
urban areas frequented by Korean visitors, could benefit from a focus group with 
Korean residents in their communities. Talking with Korean women about their 
shopping practices could help in anticipating Korean tourist consumers' shopping 
behaviors in the U.S. 
Third, results from this research seem to suggest that once Koreans establish 
familiarity with a brandname or a certain product, they tend to have strong loyalty. 
Due to uncertainty whether they can return the product bought during a trip, they 
may insist on buying the products that they already know. Therefore, if marketers 
considered Koreans as target consumers, building their brand name in Korea could 
lead to sales in the U.S. 
Fourth, gift giving from a trip is another interesting topic from the research. 
As reported in the findings, gifts were a considerable motivation for shopping, 
particularly among perfectionist shoppers. In addition, the fact that Koreans 
considered face and relationships with others in terms of cultural values may 
influence gift giving. Product choices for gifts should be appropriate for both the 
provider and the receiver in terms of price, brand, and even packaging, due to face 
(Schutte, & Ciarlante, 1998). For this reason, Korean consumers preferred to 
purchase well-known brands as gifts. So, tourism retailers need to consider the 
following. Gift suggestion sections based on the profile of targeting consumers at 
the stores would help tourists' shopping; for gift items, brand reputation in Korea 
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would be important to attract prospective tourists. In addition, more diverse 
customer service is required, such as a sophisticated gift wrapping. 
Fifth, tourism retailers should keep in mind that Koreans like traveling with 
family and friends to strengthen their relationships. Therefore, retailers need to plan 
special sales promotions. For example, family t-shirts or couple t-shirts with the logo 
representing the place visited can remind family/friends-oriented tourists of the place 
where they traveled whenever they wear the t-shirts. Another example is 
customized t-shirts. Using a simple graphic technique, t-shirts printed with the 
family/friend photo can stimulate their ties. T-shirts may carry symbolic interaction 
between the event (family travel), emotion (family bonds), and the object (t-shirt). 
Finally, the findings indicated that cultural values are essential to 
understanding a target market. As shown in the profiles, the tourists group placed 
different emphasis on two cultural values (face and independent self) and their 
influence on their clothing-related behaviors. Tourist retailers would be wise to learn 
about cultural values of potential customers through continuous market research. 
However, they should also be aware that being of the same nationality does not 
necessarily mean that the cultural values are given the same emphasis across 
consumer groups. 
Limitations 
The findings of this study should be considered, keeping in mind the following 
limitations. First, a convenience sample was used for this study due to the 
reluctance of Koreans to share their experiences or feelings with an unacquainted 
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person. In addition, the sample was limited to people who resided in Seoul and 
Pusan in Korea. Thus, findings from this study may not be generalized to the 
Korean tourist population or more broadly to other international tourist populations. 
Second, there may be limitations to explaining Korean female tourists' 
cultural- and travel-related variables since the items were adopted from previous 
studies using consumers from other cultures. That may be why some results were 
different from previous studies. 
Finally, low reliability was another limitation in this study. Future research is 
needed to develop a reliable and valid instrument measurement based on 
relationships between the construct and empirical measures. 
Recommendations for Future Research 
There are two types of recommendations for further research: method and 
topic. In terms of method, qualitative research is recommended for future research. 
As shown in the findings, Korean tourists' travel behavior and cultural values showed 
significant differences from the previous research based on U.S. samples. Using 
previous existing instruments in the survey might not explain completely Korean 
tourists' consumer behavior during travel. Although background interviews were 
conducted prior to the survey, they were small in number (n=10). Prior to developing 
an instrument for a large survey of Korean tourist consumers, the qualitative method 
is recommended as a powerful tool for discovering consumers' ideas and values in 
more depth related to travel and consumer practices. 
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In addition, interdisciplinary research is highly recommended for future 
research. Related study areas, such as apparel, tourism, marketing, sociology, and 
psychology, may work together to understand consumer behavior across cultures. 
Another methodological recommendation for further research is that 
researchers should also consider respondents' cultural values and practices in 
conducting the research. Koreans in general follow guidelines and directions they 
are given. For example, Koreans may feel free to skip answers when given the 
guideline of the Human Subject Review Committee (HSRC), which was explained to 
them in the following way: "Your participation in this study is voluntary. You may 
decline to answer any questions or end your participation at any time." These 
directions may produce many unanswered questions in the study. In contrast, if 
asked to answer all questions, more usable data would likely be collected. 
In terms of future research topics, comparing shopping behavior between 
other Asian tourists, such as Japanese and Chinese, would be interesting. 
Researchers and retailers tend to consider that Asians have the same consumer 
behaviors. However, Reisinger and Turner (2002) pointed out that there were 
cultural differences among Asian tourists even though they had similar cultural 
backgrounds. Therefore, research about how shopping behaviors, nationalities, and 
cultural values work together is recommended for future study. 
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APPENDIX A: INTERVIEWS 
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INTERVIEW QUESTIONS 
General Questions 
• When have you traveled to the U.S.? 
• Which cities or parts of the U.S. did you visit? 
• What were the purposes of your trips? 
• How long did you stay there? 
» Did you travel with a group tour, by yourself, or did you travel with someone, such as a friend or 
one of your family members? 
• To what places would you like to travel in the future? Why? 
Pre-trip Planning 
• Before you took your trips, how did you get information about your travel? 
Probes: 
What did you get from a family member / friends / magazines? 
Was the information helpful during the trip? 
What was the most important information from them? 
• Did you have any shopping lists before you travel? 
Probes: 
How did you make shopping lists? 
Could you tell me some examples in the shopping lists? 
- Did you purchase itemsaccording to your shopping lists when you traveled? 
Travel Motivations 
• How did you decide the destination where you wanted to travel? 
• What were the most important / enjoyable activities when you traveled? 
Shopping 
• Did you shop while you were on your trip? 
IF NO: Why didn't you shop? 
IF YES: Ask the following questions. 
• What experiences did you have in the places you went shopping? 
• What kinds of products did you buy? 
• What kinds of clothing did you buy? 
• Where did you buy your clothing/ textiles? 
• Do you have any brand preference? Why/Why not? 
• What factors do you consider when you purchase apparel? 
• What did you enjoy most about shopping during your travels? 
• What did you like least about shopping during your travels? 
• Let's talk about both shopping when traveling and shopping at home. I'd like to ask you to think 
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of adjectives or characteristics that best describe your shopping experiences during travel and 
then your shopping experiences at home. Please briefly explain why you selected the 
adjectives or characteristics you did. 
• Do you shop differently when you travel than at home? How do you describe the differences? 
If you are No, Why? 
Probes: 
When you are shopping at home, what about your shopping experience was 
satisfying? 
When you are shopping while traveling, what about your shopping experience was 
satisfying? 
When you are shopping at home, what are the important attributes of the products 
you are looking for or expecting? Are these attributes different from when you are 
shopping during travel? How? 
• Could you tell me how much money you spent for shopping? 
• Did you go shopping with others? 
Probes: 
Did they affect your decisions? 
Why did you accept their suggestions? 
• Could you tell me how much time you spent for shopping? 
Probes: 
- Was it enough time? 
• What types of stores did you prefer during shopping? 
• Would you like to share anything else? 
• Thank you. 
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APPENDIX B: HUMAN SUBJECT APPROVAL 
117 
Last name of Principal Investigator Choi 
Checklist for Attachments and Time Schedule 
The following are attached (please check): 
12. ^ Letter or written statement to subjects indicating clearly. 
a) the purpose of the research 
b) the use of any identifier codes (names, #'s), how they will be used, and when they will be removed (see item 17) 
c) an estimate of time needed for participation in the research 
d) if applicable, the location of the research activity 
e) how you will ensure confidentiality 
f) in a longitudinal study, when and how you will contact subjects later 
g) that participation is voluntary; nonparticipation will not affect evaluations of the subject 
13. Ë3 Signed consent form (if applicable) 
14. • Letter of approval for research from cooperating organizations or institutions (if applicable) 
15. • Data-gathering instruments 
16. Anticipated dates for contact with subjects: 
First contact 
July 20. 2000 
Month/Day/Y ear 
Last contact 
August 14. 2000 
Month/Day/Y ear 
17. If applicable: anticipated date that identifiers will be removed from completed survey instruments and/or audio or visual 
tapes will be erased: 
December 31, 2000 
Month/Day/Y car 
18. 'Signature of Depi I Executive Officer Date DT / y3% ° 
19. Decision of the (university Human Subjects Review Committee: 
Project approved Q Project not approved 
Department or Administrative Unit 
Textiles & Clothing 
I I No action required 
Name of Human Subjects in Research Committee Chair Date Signature^of Committee Chair 
Patricia M. Keith T7 " /P * Û O 
httpV/www.grad-college.iastate.etiu/forms/HumanSuûjects.doc 
I o w a  S t a t e  U n i v e r s i t y  H u m a n  S u b j e c t s  R e v i e w  F o r m  
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EXPEDITED FULL COMMITTEE IDS 
PI Last Name Choi Title of Project Shopping Behaviors Among Korean Female Tourists 
Checklist for Attachments 
The following are attached (please check): 
13. El Letter or written statement to subjects indicating clearly: 
a) the purpose of the research 
b) the use of any identifier codes (names, #'s), how they will be used, and when they will be removed (see item 18) 
c) an estimate of time needed for participation in the research 
d) if applicable, the location of the research activity 
e) how you will ensure confidentiality 
f) in a longitudinal study, when and how you will contact subjects later 
g) that participation is voluntary; nonparticipation will not affect evaluations of the subject 
14. Q A copy of the consent form (if applicable) 
l'S. D Letter of approval for research from cooperating organizations or institutions (if applicable) 
16. D Data-gathering instruments 
17. Anticipated dates for contact with subjects: 
First contact Last contact 
Mav 11.2001 July 9. 2001 
Month/Day/Y ear Month/Day/Y ear 
18. If applicable: anticipated date that identifiers will be removed from completed survey instruments and/or 
audio or visual tapes will be erased: 
Month/Day/Year 
Department or Administrative Unit 
20. Initial action by th^Institutional Review Board (1RB): 
1$ Project approved !» Pending Further Review • Project not approved 
Date Date 
Fiji No action required 
Date 
21. Follow-up action by the IRB: 
Project approved ITJl Project not approved Project not resubmitted 
Date Date 
Patricia M. Keith 
Name of IRB Chairperson Approval Date Signature of IRB Chairperson 
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APPENDIX C: COVER LETTER 
IOWA STATE UNIVERSITY College of Family and Consumer Sciences 
Textiles and Clothing 
1052 LeBaron Hall 
Ames. Iowa 50011-1120 U.S.A. 
515 294-2628 
FAX 515 294-6364 
O F  S C I E N C E  A N D  T E C H N O L O G Y  
May, 2001 
Dear 
First, I'd like to introduce myself. My name is Jung Choi, a doctoral student in the 
Department of Textiles and Clothing at Iowa State University, Ames, Iowa, USA. I 
am conducting a research study to explore shopping behaviors among Korean 
female tourists who have traveled to the U. S. during the past years. I am asking for 
your participation in this study. The research findings will be used for writing my 
doctoral dissertation. Your participation will contribute to a great understanding of 
Korean tourists' apparel shopping behaviors. 
I obtained your name for this research from . The questionnaire will take 
about 30 minutes. You will be asked questions regarding (a) your trip experiences, 
(b) apparel shopping, and (c) cultural values. This study is conducted under the 
guidelines established by the Human Subjects Review Board at Iowa State 
University, Ames, Iowa, USA. Your participation in this study is voluntary. You may 
decline to answer any questions or end your participation at any time. All answers 
are confidential. Your name or your address will be never matched with your 
answers in any report of the results. 
If you have any questions, please feel free to ask me. You may reach me by phone 
or email (051-514-7902, jchoi@iastate.edu). 
Thank you for your thoughtful consideration about participating in this study. I am 
looking forward to your participation. 
Sincerely, 
Jung Choi 
Doctoral Student 
Mary Littrell, Ph. D. 
Professor 
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APPENDIX D: SURVEY 
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Apparel Shopping Behaviors Among Korean Female Tourists 
This study is conducted under the guidelines established by the Human Subjects Review Board at Iowa State University. 
Your participation is voluntary, and you may decline to answer any questions you choose. 
Neither your name nor your address will be ever be matched with your answers in any report of the results. 
Iowa State University 
of Science and Technology 
This study is being conducted by the Department of Textiles & Clothing 
at Iowa State University. Copyright 2001, Jung Choi. 
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Travel Experiences 
The first questions are about your travel experiences to the United States. Please fill 
in the blanks or circle one number. 
1. My last trip to the United States was ... 
(1 ) When? . 
(2) Where? . 
2. My last trip to the United States took... (Please circle one number.) 
(1) 1 to 6 days 
(2) 7 to 14 days 
(3) 15 to 31 days 
(4) More than 1 month 
3. It was my ... 
(1 ) First visit to the United States. 
(2) Repeat visit to the United States. 
4. The purpose of my trip was... (Please circle aM that apply.) 
(1) Pleasure 
(2) Business 
5.1 traveled with... (Please circle aH that apply.) 
(1 ) Family 
(2) Friends 
(3) People from group tour 
(4) Alone 
6. List the countries where you have traveled outside Korea during the 
past two years. 
Travel Motivation 
The next questions ask about your reasons for travel. Please circle a number from 
the scale that best describes how important each reason is to you when you travel. 
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1 2 3 4 5 6 7 
Very Unimportant Slightly Neutral Slightly Important Very 
Unimportant Unimportant Important Important 
I traveled ... 
0-1 To relax. 12 3 4 5 6 7 
0-2 To team about the people, culture, and history of the place I visit 12 3 4 5 6 7 
0-3 To have fun. 12 3 4 5 6 7 
04 To forget about everything else. 12 3 4 5 6 7 
0-5 To help strengthen ties with family or friends. 12 3 4 5 6 7 
0-6 To visit some places «here 1 have always wanted to visit. 12 3 4 5 6 7 
0-7 To rediscover myself. 12 3 4 5 6 7 
0-8 To experience new things and different lifestyles. 12 3 4 5 6 7 
0-9 To do something with the family. 12 3 4 5 6 7 
Q-10 To go shopping. 12 3 4 5 6 7 
0-11 To see how other people live. 12 3 4 5 6 7 
0-12 To go to famous places in the world. 12 3 4 5 6 7 
0-13 To escape from the ordinary. 12 3 4 5 6 7 
0-14 To live in luxury white on a trip. 12 3 4 5 6 7 
0-15 To visit friends or relatives. 12 3 4 5 6 7 
0-16 To have romantic experience. 12 3 4 5 6 7 
0-17 To get away from pressure and stress. 12 3 4 5 6 7 
Travel Planning 
In this section, we would like to ask about your pre-trip planning. Please circle a 
number from the scale that best describes how often you are involved in the 
planning activities before vou traveled to the United States. 
1 2 3 4 5 6 7 
Never Almost Seldom Neutral Occasionally Almost Always 
Never Always 
0-1 Before a trip, I ask family or friends to get travel information. 1 2 3 4 5 6 7 
0-2 Before a trip, I make a shopping list 1 2 3 4 5 6 7 
0-3 Before a trip, I like to have all my travel arrangements made. 1 2 3 4 5 6 7 
04 I often get travel information from the media, such as newspapers 1 2 3 4 5 6 7 
and televisions. 
0-5 Before a trip, I think of gifts for family or friends. 1 2 3 4 5 6 7 
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Q-6 Before a trip, I read commercial guidebooks to get travel information. 1 2 3 4 5 6 7 
Q-7 I think about what I want to buy before a trip even though I don't have 1 2 3 4 5 6 7 
a specific shopping list. 
Q-8 Before a trip, I browse duty-free shops to get ideas what I want to buy 1 2 3 4 5 6 7 
during the trip. 
Q-9 Before a trip, I ask travel agents to get travel information. 1 2 3 4 5 6 7 
Tourism Activities 
Below are activities that you might take part in during your travel in the United 
States. Please circle a number from the scale that best describes how important 
each activity is to your travel in the United States. 
1 2 3 4 5 6 7 
Very Unimportant Slightly Neutral Slightly Important Very 
Unimportant Unimportant Important Important 
Q-1 Visiting historic homes, historic sites, history museums. 12 3 4 5 6 7 
Q-2 Taking a complete package tour. 12 3 4 5 6 7 
Q-3 Participating in sports. 12 3 4 5 6 7 
04 Taking photographs. 12 3 4 5 6 7 
Q-5 Going to recreated villages depicting a past way of life. 12 3 4 5 6 7 
Q-6 Going to different places on each new trip. 12 3 4 5 6 7 
Q-7 Visiting ethnic communities. 12 3 4 5 6 7 
Q-8 Visiting gardens and urban parks. 12 3 4 5 6 7 
Q-9 Gambling or visiting casinos. 12 3 4 5 6 7 
Q-10 Visiting art galleries, art museums, or art studios. 12 3 4 5 6 7 
Q-11 Bringing home souvenirs from the trip. 12 3 4 5 6 7 
0-12 Hiking, backpacking, or taking nature walks. 12 3 4 5 6 7 
Q-13 Attending concerts or theater. 12 3 4 5 6 7 
0-14 Eating foods of the region. 12 3 4 5 6 7 
0-15 Shopping. 12 3 4 5 6 7 
0-16 Visiting theme parks with rides and sports. 12 3 4 5 6 7 
0-17 Walking around in a town or city. 12 3 4 5 6 7 
0-18 Visiting state or national parks. 12 3 4 5 6 7 
0-19 Participating in night entertainment such as dancing or nightclubs. 12 3 4 5 6 7 
Q-20 Observing architecture of public buildings such as churches or 12 3 4 5 6 7 
government buildings. 
Q-21 Buying gifts. 12 3 4 5 6 7 
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Clothing Benefits 
In this section, we would like to know what you seek from clothing 
in general not iust when traveling. Please circle a number from the following scale 
that best describes your feeling about clothing benefit. 
1 2 3 4 5 6 7 
Strongly Disagree Slightly Neutral Slightly Agree Very 
Disagree Disagree Agree Agree 
Q-1 I buy the latest fashionable styles. 1 2 3 4 5 6 7 
0-2 I buy clothing that hides my body. 1 2 3 4 5 6 7 
0-3 I buy comfortable clothing. 1 2 3 4 5 6 7 
04 I buy well-known brandname clothing. 1 2 3 4 5 6 7 
0-5 I buy clothing that identifies my role. 1 2 3 4 5 6 7 
Q-6 I buy clothing that allows me to create a thin look. 12 3 4 5 6 7 
Q-7 Permanent press and easy-care finishes on clothing are important 1 2 3 4 5 6 7 
when I buy clothing. 
Q-8 I buy good quality clothing. 1 2 3 4 5 6 7 
Q-9 I buy clothing on sale. 1 2 3 4 5 6 7 
Q-10 I buy new clothes for special occasions. 1 2 3 4 5 6 7 
Q-11 I buy clothing that allows me to create a dramatic appearance. 1 2 3 4 5 6 7 
0-12 I prefer natural fibers, such as cotton and wool. 1 2 3 4 5 6 7 
0-13 I buy clothing that is sewn well. 1 2 3 4 5 6 7 
0-14 I have clothing that helps me feel good about myself. 1 2 3 4 5 6 7 
0-15 I buy clothing that is similar to what my friends are wearing. 1 2 3 4 5 6 7 
0-16 Styles that look good on my body type are important when I buy 1 2 3 4 5 6 7 
clothing. 
Q-17 I buy well-known designer brands. 1 2 3 4 5 6 7 
0-18 I buy clothing that does not get dirty very quickly. 1 2 3 4 5 6 7 
Q-19 I buy clothing that shows my social status. 1 2 3 4 5 6 7 
Q-20 I buy clothing styles which others will admire. 1 2 3 4 5 6 7 
0-21 I buy comfortable clothing even if it is not the most fashionable. 1 2 3 4 5 6 7 
0-22 I buy clothing that allows me to create a unique look. 1 2 3 4 5 6 7 
0-23 I buy clothing with colors that do not run when washed. 1 2 3 4 5 6 7 
0-24 I buy clothing that helps me look attractive. 1 2 3 4 5 6 7 
0-25 I buy clothes that everyone is wearing even though they may not 1 2 3 4 5 6 7 
look good on me. 
0-26 I buy clothing that allows me to create a sophisticated look. 12 3 4 5 6 7 
0-27 I buy the latest fashionable colors. 1 2 3 4 5 6 7 
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Q-28 I buy several less expensive garments rather than one that is of 1 2 3 4 5 6 7 
better quality. 
Q-29 I buy less expensive clothes that look expensive. 1 2 3 4 5 6 7 
Q-30 I buy clothing that looks good even if it is uncomfortable. 1 2 3 4 5 6 7 
Q-31 I buy clothing colors and designs that fit in with the other clothing I 1 2 3 4 5 6 7 
own. 
Q-32 I buy clothing that reflects who I am. 1 2 3 4 5 6 7 
Q-33 I buy less known brandname clothing that may cost less money. 1 2 3 4 5 6 7 
Clothing Involvement 
In this section, we would like ask questions about your interests in clothing in 
general not iust when traveling. Please circle a number from the scale that best 
describes your feeling about clothing. 
1 
Strongly 
Disagree 
2 
Disagree 
3 
Slightly 
Disagree 
4 
Neutral 
5 
Slightly 
Agree 
6 
Agree 
Q-1 The way I look in my clothes is very important to me. 
Q-2 I keep my clothes clean and neat. 
Q-3 People make judgments of others by how they are dressed. 
Q-4 I like to shop for clothes. 
Q-5 There are some clothes that I enjoy wearing because they express 
the way I feel about myself. 
Q-6 I am confident in my ability to shop for clothing. 
Q-7 I buy more fashionable clothing than practical or comfortable ones. 
Q-8 I tend to wear the same things over and over. 
Q-9 I consider that a well-coordinated dress is an important part of my 
life and activities. 
Q-10 When I buy clothing, I consider if it fits my self image. 
Q-11 The process of buying clothes is a bother to me. 
Q-12 Its fun to try on different garments and accessories to see how they 
look together. 
Q-13 I buy new fashions only after others have adopted them. 
Q-14 I like to watch how fashions change. 
Q-15 I like to engage in conversation about clothing. 
Q-16 Careful shopping is a way to fulfill my responsibility as a 
homemaker. 
Q-17 I have a great interest in clothing. 
7 
Very 
Agree 
12 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
1 2 3 4 5 6 7 
12 3 4 5 6 7 
12 3 4 5 6 7 
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Q-18 I like to wear the latest fashion. 1 2 3 4 5 6 7 
Shopping for Clothing 
In this section, we would like to ask two questions. 
A. First, please circle a number from the left scale that best describes your 
shopping orientation at home. 
B. Second, please circle a number from the right scale that best describes your 
shopping orientation during travel to the United States. 
1 2 3 4 5 6 7 
Strongly I Disagree Slightly Neutral Slightly Agree Very 
Disagree Disagree Agree Agree 
Home Shopping for Clothing Travel 
1 2 3 4 5 6 7 Q-1 I buy well-known brands. 12 3 4 5 6 7 
12 3 4 5 6 7 0-2 I should plan my shopping more carefully than I 
rln 
12 3 4 5 6 7 
12 3 4 5 6 7 0-3 
UVJ» 
Its fun to buy something new and exciting. 12 3 4 5 6 7 
12 3 4 5 6 7 04 I look carefully to find the best values for the 12 3 4 5 6 7 
money. 
12 3 4 5 6 7 0-5 I enjoy browsing for clothing even if I cannot buy 12 3 4 5 6 7 
it yet. 
12 3 4 5 6 7 Q-6 I am impulsive when buying clothing. 12 3 4 5 6 7 
12 3 4 5 6 7 Q-7 I buy clothing as much as possible at sale prices. 12 3 4 5 6 7 
12 3 4 5 6 7 Q-8 Outlets are good places for clothing shopping. 12 3 4 5 6 7 
12 3 4 5 6 7 Q-9 It takes time to shop carefully for best buys. 12 3 4 5 6 7 
12 3 4 5 6 7 Q-10 I go to the same stores each time I shop. 12 3 4 5 6 7 
12 3 4 5 6 7 Q-11 When I find what I like, I buy it without hesitation. 12 3 4 5 6 7 
12 3 4 5 6 7 0-12 I do not pay much attention to brand names. 12 3 4 5 6 7 
12 3 4 5 6 7 Q-13 I buy the more expensive brands. 12 3 4 5 6 7 
12 3 4 5 6 7 0-14 I buy clothing at the most convenient store. 12 3 4 5 6 7 
12 3 4 5 6 7 Q-15 Duty free shops are good places for clothing 12 3 4 5 6 7 
shopping. 
12 3 4 5 6 7 0-16 1 enjoy shopping just for the fun of it. 12 3 4 5 6 7 
12 3 4 5 6 7 0-17 1 stick with a product or brand 1 like once 1 find it. 12 3 4 5 6 7 
12 3 4 5 6 7 0-18 Shopping puts me in a good mood. 12 3 4 5 6 7 
12 3 4 5 6 7 0-19 Nice department stores offer the best clothing. 12 3 4 5 6 7 
12 3 4 5 6 7 Q-20 Higher priced clothing is of better quality. 12 3 4 5 6 7 
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1 2 3 4 5 6 7 Q-21 I plan my shopping expenditures carefully. 1 2 3 4 5 6 7 
1 2 3 4 5 6 7 Q-22 I often make careless purchases I later wish I 1 2 3 4 5 6 7 
had not made. 
1 2 3 4 5 6 7 Q-23 I buy favorite brands over and over. 1 2 3 4 5 6 7 
1 2 3 4 5 6 7 0-24 Highly advertised brands are usually very good. 1 2 3 4 5 6 7 
1 2 3 4 5 6 7 0-25 There are so many brands to choose from that 1 2 3 4 5 6 7 
often I feel confused. 
1 2 3 4 5 6 7 0-26 Specialty stores offers the best clothing. 1 2 3 4 5 6 7 
Cultural Values 
In this section, we would like to ask questions about your beliefs. Please circle a 
number from the scale that best describes your feeling about each statement. 
1 2 3 4 5 6 7 
Strongly Disagree Slightly Neutral Slightly Agree Very 
Disagree Disagree Agree Agree 
0-1 I have respect for the authority figures with whom I interact. 1 2 3 4 5 6 7 
0-2 I enjoy being unique and different from others. 1 2 3 4 5 6 7 
0-3 I feel fear of unfamiliar situations. 1 2 3 4 5 6 7 
04 The young should offer their seats in a bus to the old. 1 2 3 4 5 6 7 
0-5 I respect people who are modest about themselves. 1 2 3 4 5 6 7 
0-6 People and warm relationships are important. 1 2 3 4 5 6 7 
0-7 I often have the feeling that my relationships with others are more 1 2 3 4 5 6 7 
important than my own accomplishments. 
Q-8 I take/took into consideration my parents'advice when making 1 2 3 4 5 6 7 
education/career plans. 
Q-9 The needy should be helped. 1 2 3 4 5 6 7 
Q-10 I will stay in a group if they need me, even when I'm not happy with 1 2 3 4 5 6 7 
the group. 
Q-11 What is different is dangerous. 1 2 3 4 5 6 7 
Q-12 If my husband is unemployed, this makes my family lose face 1 2 3 4 5 6 7 
0-13 It is important to me to respect decisions made by the group. 1 2 3 4 5 6 7 
0-14 Boys and girls should study the same subjects at school. 1 2 3 4 5 6 7 
0-15 Having a lively imagination is important to me. 1 2 3 4 5 6 7 
0-16 I am comfortable with being singled out for praise or rewards. 1 2 3 4 5 6 7 
0-17 My happiness depends on the happiness of those around me. 1 2 3 4 5 6 7 
0-18 Being able to take care of myself is a primary concern for me. 1 2 3 4 5 6 7 
0-19 I act the same way no matter who I am with. 1 2 3 4 5 6 7 
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Q-20 It is important for me to maintain harmony within my group. 1 2 3 4 5 6 7 
0-21 I prefer to be direct and forthright when dealing with people I've just 1 2 3 4 5 6 7 
met. 
Q-22 If my children fail to go to a university, I would lose face. 1 2 3 4 5 6 7 
Q-23 Having a personal identity independent of others is very important to 1 2 3 4 5 6 7 
me. 
0-24 I value being in good health above everything. 1 2 3 4 5 6 7 
0-25 I feel sympathy for the weak. 1 2 3 4 5 6 7 
0-26 I will sacrifice my self-interest for the benefit of the group I am in. 1 2 3 4 5 6 7 
0-27 If my brother or sister fails, I feel responsible. 1 2 3 4 5 6 7 
0-28 I'd rather say "No" directly, than risk being misunderstood. 1 2 3 4 5 6 7 
0-29 Tight rules are important for children on what is dirty and taboo. 1 2 3 4 5 6 7 
Q-30 I buy brandnamed products to maintain my face. 1 2 3 4 5 6 7 
0-31 Teachers are supposed to have all the answers. 1 2 3 4 5 6 7 
0-32 It is important for everybody's face to maintain harmony. 1 2 3 4 5 6 7 
0-33 Even when I strongly disagree with group members, I avoid an 1 2 3 4 5 6 7 
argument. 
Background 
Please answer the following questions about your background. Your answers will be 
used to describe the participants in this study as a group. 
0-1 What is your marital status? 
[ ] Never married [ ] Divorced/separated 
[ ] Married [ ] Widowed 
0-2 You are: years old. 
0-3 How many people live in your household? 
Adults (19 years and older) 
Children (up through 18 years) 
04 What is the highest level of education you have completed? 
[ ] Elementary (grades 1-8) [ ] Some graduate work 
[ ] High school (grades 9-12) [ ] Master's degree 
[ ] 1-3 year technical, vocational, or college [ J Doctorate 
[ 1 Bachelor's degree 
0-5 Are you employed? 
[ ] Yes- What's your job title? 
[ ]No 
[ ] Retired 
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Q-6 What was your household income in 2000? 
[ ] Less than $10,000 
[ ] $10,000 to $24,999 
[ ] $25,000 to $49,000 
[ 1 $50,000 to $74,999 
[ ] $75,000 and over 
Q-7 If there is anything else you would like to tell us about traveling, please use this space to 
let us know. 
THANK YOU VERY MUCH FOR YOUR PARTICIPATION! 
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APPENDIX E: MEAN PLOTS OF CLOTHING-RELATED VARIABLES 
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Clothing benefits: Active social identity 
Ouster Numoer of Case 
Clothing Benefits: Price concern 
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Ouster Number of Case 
134 
• Clothing Involvement: Self image 
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• Shopping Orientation: Brand-oriented 
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Ouster Numoer of Case 
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